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exterior trim solid brass. Interior parts steel. Locking 
Rose inside, Installation is simple... in a few minutes 
your job is done. 


New Safety Strike has well in lip to keep door latched 


even though not fully closed. 


@ Entrance Locks 
A complete line of Dexter @ Grade and Rear Door Locks 
locks is available to you e Auxiliary Locks 
. @ Screen and Combination Door Locks 
and each carries the Jamous 
@ Bathroom and Bedroom Locks 
Dexter Lifetime Guarantee 
, @ Passage Sets 


@ Closet Sets 


DEXTER LOCK COMPANY 


GRAND RAPIDS, MICHIGAN 


A SUBSIDIARY OF NATIONAL BRAS OMPANY 

wee o 3 se *WORLD'S LARGEST MANUFACTURER OF LOCKS 
In Canada: Dexter Lock Caonade itd., Guelph, Ontoric 
In Mexico: Dexter Locks, Plata Elegante, $.A. de C.V. 


FOR WOOD AND METAL COMBINATION DOORS 
Monterrey, Nueve Leon 





Acme Sliding Door Hardware is 
guaranteed for the life of 

the building. Write for complete, 
illustrated catalog. 


resists wear 
like 
childs play 


Sliding door 
hardware 


ACME APPLIANCE MANUFACTURING COMPANY ¢ 35 SOUTH RAYMOND AVENUE « PASADENA 1, CALIFORNIA 
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the dealer’s salesman said: 


“TRINITY WHITE 


would look good on 


that job...” 


cond, another 
p pitalle order 


was on uo way! 




















TRINITY WHITE 74 
TRINITY WHITE 7 Posie like white ... just for the same 


reason your wife likes white household 


WITE linens ... or you like a white shirt. 
TR NITY W And it’s the same way with Trinity White 
—the whitest white cement. And by far 
+ ‘.; the best cement for color jobs. * So put 
TRINITY Wr\ in a stock of Trinity White and suggest 
it to householders, builders, contractors 
—it won't stay in stock very long! ¢ 
Trinity White is a true portland 
cement. [t meets ail Federal and ASTM 
specifications. * Let Trinity White 
build sales and profits for you. Widely 
advertised to architects, contractors 


and the building trades for many years! 


hin White 


Meets all Federal and 


A.S.T.M. specifications 


A Product of GENERAL PORTLAND CEMENT CO. @ Chicago @® Dallas © Chattanooga © Tampa ® Los Angeles 
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THESE SIGNS IDENTIFY YOU AS... 


HEADQUARTERS FOR 


Pennvernon Window Glass 


Be help you establish your place of 
business as a well-known source 
for high-quality Pennvernon Window 
Glass, Pittsburgh Plate Glass Com- 
pany has made available to hardware 
stores, lumber yards and building sup- 
ply dealers the eye-catching identifica- 
tion signs shown here. 


Used skillfully in prominent places 





Jé Pemren 
tn & 


Pennuernon 


the. 


ready for use. 





BROKEN WINDOW PANES ? Bigs 


i Por and 


Designed for counter use is this illuminated sign in red and 
purple, framed top and bottom with red plastic bands which 
glow. Comes complete with extension cord and 40-watt bulb 


in your windows or on your counter. 
these signs will remind prospective 
customers that you sell “window glass 
at its best’”—Pennvernon Window 
Glass. And since they are well ac- 
quainted with Pennvernon Window 
Glass, such display is often a powerful 
sales suggestion. For prospects know 


Pennvernon for its fine visional quali- 


Replace 


Another attractive window dis- 
player is this window streamer 
which 
broken window panes. Can also be 


stresses replacement of 
used in store interiors in conjunc- 
tion with other home repair and 


modernization displays. 


application are listed on the back of the decal. Size 5” x 8”. 


PeNnNUERNON 
WINDOW GLASS 


Fitting companion is the Pennvernon decalcomania in gold, 
purple and red. Effectively displayed on your window will 
serve as a good reminder to passers-by. The instructions for 


ties. its constant, non-fading color, its 
freedom from distortion, and its 
smooth, even surface that resists 
scratching, stays easy to clean. 

For more information on these three 
signs, and how you can order them. 
just write to Pittsburgh Plate Glass 
Company, Room 4128, 632 Fort Du- 


quesne Blvd., Pittsburgh 22, Pa. 





WE SELL 








Pennvernon Window Glass 


PAINTS - 


Pt¥Yres8UR GH 


IN CANADA: 
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GLASS 


+ CHEMICALS + BRUSHES - 


2 a. an 


PLASTICS - 


GLtLAassS 


CANADIAN PITTSBURGH INDUSTRIES 


FIBER GLASS 


COMPAN Y 


LIMITED 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


MILLS REFUSED PLYWOOD ORDERS. As the year ended many wholesalers were still try- 
ing to place orders for fir plywood at $80 and quite frequently they 
were being turned down by mills. Mills generally want to be in a 
position to benefit by anticipated price increases. 

HOW LONG WILL THE $80 PRICE HOLD? Competition is forcing the larger mills to 
think twice before announcing price increases. Small mills are 
seriously squeezed by present prices. Many experts believe the $80 

price could hold through January, no longer. 

IT'LL BE A LARGER HOME IN '54. The National Association of Home Builders is 
predicting that three out of four homes built next year will have 
three or more bedrooms. There will also be more houses with 1%, or 
even 2 baths for moderate income families, NAHB says. 

"AMERICA REDISCOVERS ITS HANDS." That's the title of a sparkling article. by 

Phil Creden, Hines Lumber Co., Chicago in the December issue of Ameri- 

can magazine. Phil discusses the do-it-yourself trend in a human, 

} interesting manner which should stimulate lots of handyman business 

for lumber dealers. 

CALLING ALL HOUSE DOCTORS. Both economists and those concerned with our growing 

} slums are taking a fresh look at America's housing. There's $220 ‘ 

billion invested in slums or potential slums...25% of our total 
national assets. But slums are only one phase of the larger problem 
of houses. Over 67% of our houses are over 20 years old; 50% are over 






























{ 30 years old. These facts explain government interest in a more lib- 
eral Title 1 program, somewhat less opposition to limited public 
housing. : 


PUBLIC HOUSING REVIVAL. The Administration clamped down tight on public housing 
last July 24. In 1953, 32,600 units were built at public expense, 
next year but 25,000 are planned. But this estimate may be enlarged 
because public housing is political dynamite, still a growing problem 

I in populous cities. 

NEW CODES AID TEXAS SLUM CLEARANCE. Ft. Worth, Amarillo, Austin, Dallas, 
Houston, San Antonio and Waco all have new codes which will compel 
property owners to improve or destroy dilapidated buildings. 

PLAN LUMBER PROMOTION HOUSE. The West Coast Lumbermen's Association will begin 
construction shortly on a home designed to demonstrate that lumber can 
do a dramatic job of contemporary home building. The entire con- 
struction will be filmed for later release on TV. The association 
also has a new sound color film “Forests at Work" which is now 
available for showings. 

LUMBER MANUFACTURERS HIT PUBLICITY JACKPOT. The National Lumber Manufacturers 
Association is a bit amazed at the success of their publicity feature 
"Here's How", now being used by several hundred newspapers. Each 
feature is illustrated, shows how to make something with wood. Mats 
of the feature are supplied without charge. 

NEW PINE GRADING RULES. Effective January 1, 1954, maximum moisture content 
standards for seasoned lumber will be added to Western Pine Associ- 
ation grading rules. 


(continued on page 9) 
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EXCLUSIVE TONGUE AND GROOVE JOINT ELIMINATES MOULDINGS AND ADHESIVE 


Yes, it’s easy to sell new Marlite Plank and Block! You offer your customers 
new ease of installation, new beauty, new economy—and the same high quality 
for which Marlite has always been famous. 
Easy installation. The exclusive new tongue and groove joint fastened with concealed 
nails or clips makes installation simple in any room, for carpenter or homeowner. 


Handy carry-out sizes. Planks are 16” x 8’, Blocks are 16” square. 
In cartons for convenient handling. 


Beautiful new colors. The outstanding new line of ten new “companion colors” 
styled by Raymond Loewy Associates is sure to please every customer 
Available, too, in four wood patterns. 


Baked Marlite finish. Marlite Planks and Blocks have the same durable, easy-to-clean 
Marlite finish used on all other Marlite panels. 


See your Marlite salesman or write today for complete information 

on these new Marlite products. A sales-making program is already under way 
for Marlite dealers, providing effective new sales aids—backing you with an 
intensive advertising program reaching your Marlite prospects. Marsh Wall 
Products, Inc., Dept. 1241, Dover, Ohio. Subsidiary of Masonite Corporation. 


PREFINISHED 
WALL and CEILING PANELS 


MARLITE PLANK & BLOCK PATENT APPLIED FOR 
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Expenditures for new construc- 
tion declined less than seasonally 
in November 1953 to three billion 
dollars, and both public and private 
activity were at cew record levels 
for the month, according to pre- 
liminary estimates of the U. S. 
Department of Labor and the U. S. 
Department of Commerce. 

Most major construction cate- 
gories continued strong for this 
time of year, with commercial build- 
ing showing a contra-seasonal rise 
to an all-time monthly high. 


Private Housing Strong 


Private spending for residential 
building remained about the billion- 
dollar level for the seventh con- 
secutive month, and was about the 
same as in November 1952. 

Dollar volume in November 1953 
was well under a year earlier for 
(public and private) industrial and 
hospital building, farm construc- 
tion, public housing, military and 
naval facilities, and conservation 
and development work. These de- 
clines were more than offset, how- 
ever, by gains in all other types of 
construction activity, including 
most kinds of non-residential build- 
ing, public utilities, and road con- 
struction. 

Commercial building, especially, 
was substantially above the year- 
ago level, exceeding the November 
1952 figure by more than _ two- 
thirds. 

Above Last Year 


Total expenditures for new con. 
struction put in place during the 
first 11 months of 1953 amounted 
to $32.1 billion. a gain of 7% over 
the same 1952 period. Physical 
volume (expenditures adjusted for 
price changes) also was up from 
1952, by about 3%. 


Do-It-Yourself Show 
Planned for Boston 


Boston’s first do-it-yourself show 
will be held at Mechanics Hall for 
seven days, beginning March 1. Lo- 
cal and national manufacturers in 
every field—power tools, lumber, 
floor and wall tiles, building mate- 
rials—will exhibit their newest 
products at the Boston show some 
three weeks before the New York 
do-it-yourself show, scheduled to 
open March 20. 

Many leaders in the building ma- 
terials industry with have exhibit 
booths at the show. These include 
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Building Activity High in November 


U. S. Plywood Corp., Wilson Im- 
perial, Valentine & Co., Tyler Man- 
ufacturing, Porter-Cable Machine 
Co., Warren Dado, Franklin Glue, 
Shopsmith, Black & Decker, C. F. 
Church Mfg. Co., The Rawlplug 
Co. and Roddis Plywood. 


Huge Market 


Latest estimates place the value 
of the do-it-yourself market at 
about four billion dollars annually. 
In 1952, handyman customers 
bought $2,750,000,000 worth of 
lumber and building products, an 
average of $60 for every U. S. 
household. 


Plywood Men 
Protest Imports 


An unprecedented influx of for- 
eign-made hardwood plywood, pro- 
duced in mills financed by Ameri- 
can foreign aid funds, has prompt- 
ed the Hardwood Plywood Insti- 
tute to seek relief under the anti- 
dumping law, Charles E. Close, ex- 
ecutive secretary, said. 

A brief requesting the reapprais- 
al of the import situation, Close re- 
ported, has been filed in Washing- 
ton with the Bureau of Customs. 

It charged that imported ply- 
woods are being marketed here at 
prices below those prevalent in the 
countries of manufacture. 


Home Air Cooler 
Boom Seen in 1954 


Central system air conditioners 
that cool an entire house will be 
installed in more than 120,000 
American homes next year—an in- 
crease of 140% —a General Elec- 
tric Company spokesman said last 
week. 

The cooling of entire homes from 
a central air conditioning plant lo- 
cated in attic, utility room or base- 
ment is rapidly shaping up as “the 
biggest single market” in the whole 
air conditioning field, said S. J. Le- 
vine, general manager of GE’s 
home heating and cooling depart- 
ment. 

To meet the increased demand 
for home cooling units, GE’s 1954 
models will include installations 
that cool an entire house without 
using a drop of water as well as 
space-saving models designed for 
homes that don’t have basements. 

A “downflow” unit can be tucked 
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OCTOBER SALES by U.S. retail stores totaled 
$15.1 billion. This was $910 million more 
than September sales and was $251 million 
above October, 1952. 


in a closet or a corner of a utility 
room, and takes up no more floor 
space than is normally required for 
heating, Levine pointed out. It will 
save builders $100 worth of floor 
space per house as against the cost 
of installing conventional heating 
and cooling units side by side, he 
added. 

A horizontal cooling unit that 
can be laid flat in a ‘crawl space” 
or false basement, suspended from 
the ceiling or placed in an attic 
will save $200 worth of space, Mr. 
Levine said. In addition, GE’s con- 
ventional “upflow” cooling unit de- 
signed for homes with basements 
will come in a new and smaller 
size for the mass-produced small 
home field. 


Warns Do-It-Yourself 
May Boost Accidents 


A sharp increase in home acci- 
dents may result from the current 
do-it-yourself trend now sweeping 
the country, the Institute for Safer 
Living of the American Mutual Li- 
ability Insurance Co. reported. 

Disabling injuries are suffered 
by an average of 638,000 persons 
annually in the United States while 
doing their own home repair work 
and refurbishing, the Institute’s 
recent survey showed. 

The Institute offered this advice 
and warning to those riding the 
current crest of the do-it-yourself 
wave: 

“Before you tackle each job 
make sure that you have the right 
equipment and enough know-how 
to handle it safely.” 


Builders Ready for “Year of the Hard Sell” 


Home builders have been offered 
a prescription for business health 
in the tougher selling times just 
ahead. Some of the ingredients: 

Offer more house for the same 
money or the same house for less 
money. 

If the roof leaks or the walls 
crack in a newly-built house, fix 
them fast and without charge. 

Borrow techniques from the su- 
per markets to tempt prospective 
buyers. 

Such sales tactics are suggested 
by some of the industry’s top mer- 
chandisers. These home builders 
already call 1954 “the year of the 
hard sell” and they’re making 
ready for it by trimming costs 
where they can, developing new 
merchandising schemes and polish- 
ing their sales pitch to an enticing 
gloss. 

Prize Winners 

Twenty of these men won a na- 
tional home merchandising contest, 
sponsored by the National Associa- 
tion of Home Builders and the Min- 
neapolis-Honeywell Regulator Co. 
To win, they showed the sales 
techniques they had developed. 
Minneapolis-Honeywell sent the 
prize winners to the plush resort 
at Acapulco, Mexico, but before 
they left they had a chance to 
gather in Dallas and compare notes 
on next year. 


Effort Required 


Their verdict: 1954 will be a good 
year for home building but it’s go- 
ing to take more work to make it 
so. With a few exceptions these 
builders plan to put up in 1954 at 
least as many houses as they built 
this year. 

Because of efforts to build more 
cheaply, these builders say, many 
families may encounter reduced 
prices on the dwellings they choose. 
One way or another, prospective 
home buyers can expect to be 
wooed as they haven’t been for 
years. 


Wood Industries 
Award Scholarships 


College scholarships have been 
awarded four 4-H Club members 
from Arkansas, Connecticut, Ohio 
and Wisconsin for their demon- 
strated ability to manage a family 
farm woodlot just a bit better than 
hundreds ef others also engaged in 
the annual competition. 

The scholarships, plus free trips 


10 


to the recent National 
gress in Chicago, were given Del- 
mar Tyree, Prescott, Ark., John E. 
Hibbard, East Woodstock, Conn., 
Anthony Gwirtz, Shelby, Ohio, and 
Lynn Lowman, Augusta, Wis. 
Eight other state winners, includ- 
ing one girl, also received free trips 
sponsored by wood-using industries 
near their homes. 

This marked the sixth year for- 
estry scholarships have been donat- 
ed by American Forest Products 
Industries, Inc., national spokes- 
man for the wood-using and allied 
industries. Objective is to empha- 
size the value of the farm woodlot 
as a source of income, to encourage 
good forestry practices and teach 
the need for keeping America green 
by preventing forest fires. 


National Hardware 
Show at Chicago 


Navy Pier in Chicago will be the 
scene of the 1954 National Hard- 
ware Show next October 11-15. A 
separate lawn, garden and light 
farm equipment division will be 
established and will occupy more 
than 100,000 square feet of exhibi- 
tion space. 

Many of the more than 200 man- 
ufacturers of lawn, garden and 
light farm equipment, who exhib- 
ited at the 1953 show in New York, 
have already reserved space for 
the 1954 exposition. 


NAHB Will Produce 
Film on Housing 


The National Association of 
Home Builders has in production 
a 27-minute film showing the con- 
trasts between homes of 1900 and 
1954. Its purpose is to make view- 
ers dissatisfied with their old 
homes. “After seeing this mag- 
nificent film production, they'll go 
back and throw rocks at their 
1920-40 homes,” says the NAHB. 

The 27-minute movie is being 
made for showings on TV, to trade 
shows, conventions and local asso- 
ciation meetings and will be avail- 
able early in the spring. A short- 
ened, 10-minute version, will also 
be edited for showing in more than 
3,000 commercial theatres. 

Sponsors of the all-color film in- 
clude U.S. Gypsum, Reynolds Met- 
als, National Homes Corp., Congo- 
leum-Nairn, Certain-teed; Insulite, 
Yale & Towne and the NAHB. 


December 


4-H Con. 


November Retail Sales 
2% Above October 


Retail sales across the nation in 
November totaled $14 billion—un- 
changed from a year earlier but 
about 2% higher than in October, 
after allowance for seasonal fac- 
tors, the Commerce Department an- 
nounced. 

In the first 11 months of this 
year, retailers sold $154.3 billion 
of merchandise for a 5% increase 
from sales in the like 1952 months. 

The department noted that most 
of the trade groups showed sales 
increases in November after allow- 
ance for seasonal factors. The larg- 
est gains, 4% to 6%, were regis- 
tered by furniture and appliance, 
gasoline service stations, and de- 
partment stores. The only decline 
was in the automotive group in 
which adjusted November sales 
were down 2% from October levels. 


Introduce Casement 


Window Air Conditioners 

Chrysler Corporation’s Airtemp 
division has introduced a new 
room air conditioner, a one-half 
horsepower unit designed especial- 
ly for casement windows. Approx!- 
mate measurements of the new ad- 
dition to the line, which will sell at 
a factory retail price of $374.70, are 
35 inches high, 16 inches wide and 
12 inches deep. 


House Design, TV 
Change Furniture 


New house design and television 
are bringing new long-range trends 
in furniture styling, according tc a 
leading decorator in the east. 

Serge Sacknoff, president, Wash- 
ington chapter of the American 
Institute of Decorators, and vice- 
president of Mayer and Co., Wash- 
ington, D.C., foresees a _ definite 
switch to fewer and larger pieces 
of furniture. 

Taking direct issue with those 
who say that today’s small houses 
must have small furniture, Mr. 
Sacknoff declared: 

“Even in the small house, prop- 
er grouping of a few well-chosen 
large pieces avoids the cluttered 
look. In the ramblers and contem- 
porary-styled houses, we no longer 
have the principal living areas of 
the house chopped up into rooms 
without reason. Also, builders say 
that from here on out they are 
going to build larger houses with 
emphasis on good design and in- 
dividuality. 
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A 52-point housing program 
aimed at a million new homes an- 
nually, has been sent to President 
EKisenhower for consideration. 

Government and industry sour- 
ces said the many-sided program 
calls for continuance of a limited 
volume of publicly subsidized hous- 
ing, liberalization of federal mort- 
gage insurance, and government- 
aided renovation of old houses. 

The program was hammered out 
by’ the President’s 23-member ad- 
visory committee on housing head- 
ed by Housing Administrator Al- 
bert M. Cole, in meetings over the 
past 214 months. 

Mr. Eisenhower has indicated he 
will use the committee recommen- 
dations for his legislative program 
on housing to be delivered next 
month to Congress. 

The recommendations remain of- 
ficially confidential, but persons fa- 
miliar with the deliberations said 
they include: 

1. Insurance by the Federal 
Housing Administration of mort- 
gages running up to 40 years in- 
stead of 30 on homes in lower price 
brackets without a down payment. 

2. Broadening FHA insurance 
for repair and maintenance loans 
so as to cover the cost of rehabil- 
itating old houses. Private loans 
for this purpose now are insured 
up to $2,500, to be repaid within 
three years. The dollar ceiling 
will be raised to $3,000 over five 
years. 

3. Direct federal loans or grants 
to restore and conserve old dwell- 
ings in declining neighborhoods. 
The idea would be to prevent slums. 

4. Equalizing morigage insur- 
ance on new and old housing by 
lowering the ‘down payment re- 
quired for used houses. FHA now 
accepts new home mortgages with 
as little as 5% down but requires 
20°% down on old houses. 

5. A formula for keeping the 
interest rate on FHA and Veter- 
ans Administration financing in 
line with variations in the yield of 
long-term government bonds. 


Controls on Metals 
Due for Streamlining 


The Defense Materials System 
for directing supplies of steel, cop- 
per and aluminum to defense and 
atomic users will be streamlined in 
January. 

Government production planners 
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New Housing Program Reaches Eisenhower 


believe as much as 85‘. of the 
present load of paperwork carried 
by atomic and military producers 
can be eliminated as a result of the 
proposed streamlining. 


U.S. Won't Ask Local 
Public Housing Funds 


Public Housing Commissioner 
Slusser says only the Federal gov- 
ernment has enough money to af- 
ford subsidizing public housing 
facilities. 

In a speech delivered at New 
Orleans before the American Mu- 
nicipal Association, Mr. Slusser 
emphasized that the Government 
“should not have to carry the en- 
tire cost of financing public hous- 
ing.”’ But he added the Govern- 
ment is the only body “‘with certain 
exceptions” in “any position to es- 
tablish sufficient credit to provide 
public housing.” He didn’t define 
the “exceptions.” 

His remarks were taken by hous- 
ing observers to be aimed at 
squelching rumors that PHA will 
alter its present subsidy program 
so that no Federal funds can be 
handed out unless matched locally. 


Tractors, Lift Trucks 


Run by Remote Control 

The industrial trucks and trac- 
tors that scuttle about moving ma- 
terials inside factories and ware- 
houses are getting smarter all the 


time. A Chicago company now has, 


a tow tractor the operator can han- 
dle by remote control, and a Phila- 
delphia firm reports a fork truck 
that puts on the brakes and turns 
off the motor all by itself. 

The tractor is made by Barrett- 
Cravens Co. and is aimed at saving 
time and steps for workers in 
wholesale warehouses. Sales Man- 
ager W. B. Rea explains that such 
tractors help fill orders by towing 
a string of trailers through the 
rows of merchandise Ordinarily, 
one man drives the tractor and an- 
other loads the trailers. 

Yale materials handling division 
of Yale & Towne Manufacturing 
Co. is turning out the fork truck 
that thinks for itself. When the 
operator gets off for any reason, 
his driver’s seat rises in the air, 
and that applies parking brakes. 
If he stays away for three minutes, 
the truck goes a step further and, 
through a time-delay relay, auto 
matically cuts off its engine. 


1954 CONVENTION DATES 


January 

11-12-13, Kentucky, Louisville, Brown 
Hotel 

12-13-14, Northwestern, Minneapolis, 
Auditorium 

17-21, National Association of Home 


Builders, Chicago, Conrad Hilton 
and Sherman Hotels 

19-20-21, Ohio, Cleveland, Public Au- 
ditorium, 

25-27, Northeastern, New York City, 
Statler Hotel 

25-26-27, Western Retail, Spokane, 
Wash., Davenport Hotel 

27-29, Southwestern, Kansas City, 
Mo., Municipal Auditorium 


February 

2-3-4, Michigan, Grand Rapids, Mich., 
Pantlind Hotel and Civic Auditorium 
3-4, Western Pennsylvania, Pitts- 
burgh, Wm. Penn Hotel 

3-4-5, Middle Atlantic, Atlantic City, 
Chalfonte-Haddon Hotel 

9-10-11, Illinois, Chicago, Sherman 
10-11-12, Mountain States, Denver, 
Shirley-Savoy Hotel 

16-17-18, Wisconsin, Milwaukee, Au- 
ditorium 

17-18-19, Virginia, Old Point Comfort 
(no exhibits) 

22-33, West Virginia, Charleston, 
W.Va., Daniel Boone Hotel 

24-25-26, Nebruska, Omaha, City Au- 
ditorium 


March 

1-2-3, Texas, Dallas, Nat’l Assn. 
Comm. Lbr. Salesmen, Baker Hotel 
2-3, North Dakota, Margo, City Au- 
ditorium 

2-3-4, Indiana, Indianapolis, Murat 
Temple 

4-6, Intermountain, Salt Lake City, 
10-11-12, Towa, Des Moines 

16-17-18, Carolina, Asheville, N. C. 
Auditorium 

17-18, Iouisiana, New Orleans. 
17-18-19, Independent Retail Associa- 
tion, Minneapolis, St. Paul Auditor- 
ium 

24-25, South Dakota, Sioux 
Coliseum 

24-25-26, New Jersey, Atlantic City. 
N.J., Hotel Claridge (No exhibits) 
25-26-27, Tennessee, Memphis, Audi- 
torium (no exhibits) 


April 

5-6. Mississippi, Biloxi, Buena Vista 
Hotel 

8-9-10, Florida, Jacksonville. George 
Washington Hotel (no exhibits} 
11-12-13, Texas, Fort Worth, Will 
Rogers Coliseum. 

20-21-22, Southern California, Los 
Angeles, Statler Hotel 

21-22, Kansas, Salina, Lamer Hotel 
(no exhibits) 
22-23-24, Arizona, 
San Marcos Hotel 
23-24, Northern California, Yosemite 
National Park, Ahwahnee Hotel (no 
exhibits) 


All conventions have exhibits unless 
noted in the listing 


Falls. 


Chandler, Ariz. 
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48-PAGE BOOK 
SHOWS HOW TO 
IMPROVE YOUR ADS, 
SAVE TIME AND MONEY! 









Now — in one big book that’s 
yours for the asking — we've 
reproduced the complete AD- 
service you’ve seen featured in 
American Lumberman. 


Here’s real advertising help for 
you — ideas, layouts, copy sug- 
gestions, and reproductions of 
254 mats made exclusively for 
ADservice. All mats available to 
lumber dealers only at very low 
cost. 








ADservice is the most flexible 
ad plan ever produced! Practical 
and economical for large or 
small dealers for ad budgets 
of any size. Ties in perfectly 
with new Merchandising Calen- 
dar prepared by NRLDA. 











SEND COUPON NOW 
FOR YOUR COPY 
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AMERICAN LUMBERMAN 













139 No. Clark St., Chicago 2, Ill. 


book. 


COMPANY 





ADDRESS 





NAME 







ZONE 
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FIRST EDITION 













A COMPLETE EASY-TO-USE ADVERTISING 
; SERVICE FOR RETAIL LUMBER DEALERS 


Including: 


a series of constructive, helpful articles offering 
valuable ideas and suggestions 


plus 


a catalog of 254 exclusive mats of products, appli 
cations, and home-improvement projects 


plus 


practical ad layouts and copy suggestions for a 





year ‘round advertising campaign 


REPRINTED FROM AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER 





Please rush my FREE copy of the 48-page ADservice 

















A message from ART HOOD, 
Editor, American Lumberman: 


“Scores of dealers have told me that ADservice 
is one of the most progressive and helpful 
ad plans ever offered to the industry. We 

are proud of the tremendous dealer-acceptance 
of this exclusive service and are happy to 
make this book available to our readers at 
no charge.” 


STATE 





December 28, 1953, AMERICAN LUMBERMAN & 
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Washington, December 26 


The President’s 23-member Ad- 
visory Committee on Housing has 
finished its program report, and 
the document is in Mr. Eisen- 
hower’s hands. 

The panel members put in 10 
weeks of hard work; and Mr. Cole 
of the HHFA surprised everybody 
except himself by the amount of 
agreement he was able to fix up 
among builders, union leaders, 
bankers, real estate men and other 
groups on the committee. 

But according to rumor there 
was one matter about which some 
of the builders didn’t feel too aw- 
f'ly good. It was the recommenda- 
tion that asked for the setting up 
of a central mortgage reserve 
bank; one that would operate with 
funds subscribed by privete in- 
vestors. This bank would gradu- 
ally take the place of Fannie Mae 
in buying up government-guaran- 
teed and government - insured 
mortgages from various lenders, 
thus making more mortgage mon- 
ey available. 

Quite a few builders are said to 
be skitterish about the '54 supply 
of mortgage cash for hire; even 
though reassuring statements come 
in from every side. “Yeah,” said 
one builder to this page, “every- 
body says there'll be lots of easy 
loan money. Lots of it. And easy 
to get as letting go a crock of lard. 
Well, you may know it; and I may 
know it. But the money doesn’t 
seem to know it.” 

Another builder had this to say: 
“I’m waiting around until the bank 
decides if it’s going to loan me 
the needful to build 10 houses. Me, 
I’m nervous as an _ about-to-be 
papa; and if somebody comes up 
behind me and taps me on the 
shoulder, I can jump four feet 
high without bending my knees.” 


Like Uncle Sam 


This might look as though a new 
lending outfit is indicated: and a 
good many builders think so. But 
from where a few others sit it 
looks as though the private inves- 
tors who are to finance the mort- 
gage reserve bank might be the 
same elusive parties who were al- 
ways fresh out of funds when they 
got asked to make up a mortgage 
loan. So there are some builders, 
and maybe a few dealers, who'd 
like to have Uncle Sam stay on, at 
least as a shareholder, in the fi- 


Report from 


BuiLtpinc Propucts MERCHANDISER 


nancing of the secondary mortgage 
market. 

The President is expected to use 
this panel report as a guide, but 
not necessarily as an exact pat- 
tern, in preparing the housing leg- 
islative recommendations he'll sub- 
mit to Congress this next month. 
The White House staff hopes the 
housing legislation can be enacied 
before the 1954 building season 
really opens. 

That’s asking a lot of Congress; 
to pass a big, complicated and con- 
troversial bill in some eight weeks. 
However, the Administration be- 
lieves new legislation will be ne- 
cessary if the housing starts in 
1954 are to be kept close to a mil- 
lion; and that’s the figure the 
White House considers vital if the 
country is to have a healthy na- 
tional economy. 


Here’s What's Coming 


The report hasn’t been formally 
released at this writing; but the 
chief points seem to be generally 
known. Among them are these: 
Federal subsidized public housing 
for low income groups to be con- 
tinued but in limited amounts. 
Mortgages are to be liberalized in 
most price brackets, with the max- 
imum amount insurable by the 
Government increased to $20,000 
and with lower price-bracket mort- 
gages to run for as many as 40 
years, 

The program for modernizing 
old houses is to be expanded, with 
the maximum amount the Govern- 
ment can insure set at $3,000 and 
the time extended to five years. 


Business Loans 


The Small Business Administra- 
tion is doing a policy U-turn in the 
middle of the block; probably will 
make quite a few loans to business. 
When the agency was set going, 
last July, it had authorized lend- 
ing funds of about $50 million. 
Well, that’s quite a flock of oof, 
measured in terms of a couple of 
beers down at Dinty’s place. But 
it isn’t so hefty when it comes to 
lubricating all the small businesses 
in the country. 

The first chief of the agency 
solved the problem of not running 
out of loan money by not making 
any loans. As simple as that. He 
tried earnestly to help his clients 
by means of technical advice and 
by helping them get private loans; 
and this may well have been the 


original intent of Congress in set- 
ting up the organization. But so 
many protests came in about the 
no-loan policy that the above men- 
tioned U-turn ensued. Apparently 
direct loans WILL be made; while 
the money lasts, that is. 


The New Congress 


The approach of the next Con- 
gressional session is the big sub- 
ject of conversation in Washing- 
ton. Better not expect much new 
legislation. The necessary work 
jobs, such as appropriations, Sen- 
ate action on appointments and the 
like, will get attended to. But a 
good many items got left over 
from the first session, due in part 
to the work of organizing a new 
Administration; and this means 
that the legislative program of the 
second session is going to be heav- 
ily loaded. With the election com- 
ing on, Congress isn’t going to stay 
on in Washington very far into the 
summer. 

The Administration, as men- 
tioned, wants the housing bill 
passed; has maybe a fifty-fifty 
chance of getting a fair part of it. 
Agriculture is coming up with a 
complicated farm bill that isn’t 
likely to make the grade. The 
present farm legislation is likely to 
be extended, with a few changes. 

The White House wants a bill to 
lower foreign trade barriers; but 
it'll meet stubborn opposition on 
the Hill. The Nationwide Commit- 
tee of Industry, Agriculture and 
Labor on Export-Import Policy is 
getting out the historic shootin’ 
irons to defend the trade barriers 
as they are. 

The battle isn’t supposed to be 
a contest between free trade and 
the schedules of the McKinley Tar- 
iff Act of 1890. It’s an effort to 
lower schedules selectively, a few 
at a time. But if it’s pressed it’ll 
be a time-consuming performance. 


Happy Philosophy 


But don’t worry over the jangled 
look of the legislative calendar. 
The old hands will get the appro- 
priations and such things through; 
and after that’s done the really 
important job is the organizing and 
disciplining of both major parties. 
Not easy, but possible. Without 
party organization and discipline, 
it’s pretty hard to claim that we 
really have a working government. 
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For well over 50 years Northern Woods have peen recognized tor their high quality. The 
Northern Lumber Mills are better equipped today than ever before to serve you with well- 
manutactured, accurately-graded Northern Woods. Consuit the firms on this page for your 
requirements in Northern Woods 










k , k = . 

‘Holt Hardwood Co. 3. Sw Cw Sw S.C nto, Wis. C. M. Christiansen Co. 2. . . =. =. ~~ Phelps, Wis. 
Maple, Birch, Beech, Oak Flcoring Strin, Assembled Block, An outstanding Wisconsin lumber manufacturer — Hardwood, White 
Herringbone, Parquetry types; all types Heavy Duty Flooring. Pine, Hemlock and Cedar Products. 











* P . 
tJ. W. Wells Lumber Co Menominee, Mich 
o We ° ° ° ° ° ’ ° H ills o Soles 
Hard Maple and Oak Flooring. Strip, Herringbone, Block patterns Wm. Bonifas Lumber Co. (mer ale Neenah Mis. 


enisco, Mich. / Office 
Custom kiln drying. Upper grades Hard Maple znd Birch lumber, Northern Hardwoods, White Pine. 
rough 


Modern Dry Ki'ns. Expert Millwork. 












Edward Hines Lumber Co. . . Chicago, Ill. . 
Mill at Bergland, Michiaan Goodman Lumber Company . . 3 . Goodman, Wis. 
Sales Office—77 W. Washington St.—Chicago ? Northern Hardwoods, Hemlock, White Pine, Basswood, Hardwood 
Hardwoods, Hemlock and White Pine. Planing Mill and Dry Kilns Dimension. Planing Mill. Dry Kilns. Rotary Cut Veneers. 











“Boehm-Madisen Lumber Co. . . . Milwaukee 3, Wis. “Michigan Pole & Tie Co. 


Mill: Lake Linden, Mich. Mfrs. Hardwoods. L.C.L. shipments kiln 
dried hardwoods from stock at Thiensville, Wis 


. . Newberry, Mich. 


Northern Hardwood Lumber, Old Faithful Hemlock. NORTHERN 
WHITE PINE, NORWAY PINE and Piling. Excellent Transit Mill 
working Facilities. 












Cadillac-Soo Lumber Co. . . . Sault Ste. Marie, Mich. j ; 
a - gg Hard Maple a Specialtv. Hemlock, White Pine *Roddis Plywood Corporation ° Marshfield & Park Falls, Wis. 


Facilities for Surfacing, Resawing, etc. Roddis Lumber & Veneer Co. of Mich. ; Ironwood, Mich. 
Roddis Lbr. & Veneer Co., Ltd. Sault Ste. Ma ie, Ontario, Can. 


. . Complete stock N. Hdwds., Hemlock, W. Pine, Cedar Prod., Maple. 
“Abbott Fox Lumber Co. ’ . P : Iron Mountain. Mich. Birch, Fig. Hdwd. Ven'‘r'd Doors. Plywd. Modern Dry Kiln facilities. 







Manufacturers and Concentrators of Hardwoods, Hemlock and White 
Pine. Planing Mills. Dry Kilns. 





“Ahonen Lumber Co. . . . =. =. ~~. Jronwood, Mich. 


* Mills: Laona, Wis.) Sales j j Northern Hardwoods, Hemlock, White Pine, Spruce. Planing Mill 
‘Connor Lor. & Land Co. Cams tie Mich. office Marshfield, Wis. Modern Dry Kilns. Sales agents for the “AAA brand MFMA 
K. D. & A. D. Hardwoods, Hemlock, W Pine—Cedar Shingles, Posts, Hardwo.d Flooring. 


Poles—Laytite Rock Maple & Birch Flooring—Dimension stock. 


















Schneider Bros. Lumber Co. . . . . Marquette, Mich. “Copeland Lumber Co. . . . =. =. =. Chicago, Il. 
Northern Hardwoods and Hemlock, Hardwood Dimensions. Rough - ino, Mi 
Hardwood Turnings re - — any size. Planing Mill pe PD nay Seley Ss Lae oe 

ry Kilns 


Ha@rdweods, White Pine and Hemlock 





' Member 






Maple Flooring Mfrs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 





(To obtain more data on advertised products see page 41) dD 
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EDITORIAL 








“YOU PAYS YOUR MONEY AND YOU TAKES YOUR CHOICE” 











Burtpinc Propucts MERCHANDISER 


It is quite apparent from studying the 
opinions below that the favorable and un- 
favorable factors influencing business are 
so nearly in balance that the weight of 
management decisions can swing the fu- 
ture either way. 

If the majority of management throws 
its weight on the optimistic side—if man- 
agement will expand advertising and sales 
promotion activities, cut other costs and 
lower prices where possible, and lead its 
manpower in salesmanship and buyman- 
ship—there will be no recession in 1954. 

On the other hand, if the bulk of Amer- 
ican business management joins the “We've 
got to have a depression club,” and starts 
laying off personnel, cutting down sales ac- 


Why we are certain to have 
a recession: 


(As advanced by pessimistic economists) 





Depressions are inevitable, we always 
have one sooner or later—it’s about time. 
Balancing the budget means deflation. 

Overtime is being curtailed. 

Employment is leveling off. 

Farm income is down. 

Bankers are more conservative. 

A 3% drop in overall construction is pro- 
jected. Think of it! Only $34 billions in 
1954! 

Unsold inventories are rising. 

People are saving more—spending less. 

Industrial production is dropping—slight- 
ly. 

Durable goods production is off—some. 

Mortgage money is not plentiful. 

The rental situation is near normal. 

Unemployment is growing. 

Layoffs are increasing in some indus- 
tries. 

Business outlays for new plants ané& 
equipment is declining. 


More reduction is planned in_ federal 
spending. 


Certain domestic markets appear to be 
nearing the saturation point. 

Spending for defense will drop off im- 
portantly. 

We are talking ourselves into a recession. 

Production in recent months has raced 
ahead of sales. 
















tivities and ‘“‘battening down the hatches to 
ride out the storm’’—the management-gen- 
erated storm may be severe indeed. 

One outstanding fact should be kept in 
mind by every executive facing this choice: 

In every depression in history certain 
companies at all levels — manufacturing, 
wholesaling and retailing—have continued 
to grow and expand both their sales and 
profits in spite of the downward curve of 
their industry. 

These are the companies who have faith 
in the competitive free-enterprise system 
and in the American economy. When chal- 
lenged by competition they take a con- 
structive and positive attitude. 





Why we won't have 
a recession: 


As advanced by optimistic economists) 





A recession is political dynamite—the 
Republicans want to stay in power. 


Purchasing power is at all-time high. 

We have enormous reservoir of untapped 
credit. 

Personal savings are at a new high. 

Farm price supports are assured for at 
least three years ahead. 

Our 65 millions of people are employed 
at the highest wages in history. 


We have $9 billion in an insurance re- 
serve which will cushion the shock of any 
unemployment. 


In 1954 we will have the second largest 
building year in history. 

An 18° increase in home improvements 
business is forecast. 

Advertising budgets are increasing. 

Profits are at a record high. 

The buying power back-log is greater 
than ever. 

Our sales forces recognize their challenge 
and are girding for greater efficiency. 

Government expenditures will remain at 
high levels. 

Tax savings next year will offset any 
decline in consumer incomes. 


Do-it-yourself is sure to be a booming 
market. 


About 200,000 new consumers are added 
to our population every month. 








BOARD OF STRATEGY in the walnut-paneled office of 
president H. L. James, left. Jerry Clouse, office manager 
and a Rorland employe for 36 years; Al Myers, opera- 
tions manager and mill superintendent for 20 years 


FLOOR COVERING DEPARTMENT is an added lure for 
women, The department carries many linoleum patterns 
in addition to tile. Large samples are actually in use 
as walking surfaces in sections of the store. Wood floor- 















Officers of the company besides James are Edward Boyle ng in squares, pegged and regular lengths are also dis- 
vice-president; Harry Bittenbender, treasurer, and Sam- played in use. Various types of plywood are used to panel 
uel A. Breene, secretary the office area of the store 


How One Dealer.... 


- Mien OF tS | 
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GLASS-BLOCK CONSUMER COUNTER is 40 feet long, 
yet is often crowded on Saturday morning. Glass bricks 
are colorfully lighted by red, vellow and green fluores- 
cent tubes. Note counter sign: “Ask About Our Time 
Payment Plan.”’ See details about this plan elsewhere in 
this article, Coffee urn and doughnuts are always on the 
counter for customers and employes 


PREFINISHED WALLBOARD in various designs panel 
Ohe wull vi the shuwroum. Manager James believes in 
getting new products on display as fast as possible. The 
housewife in this picture is looking at the clips which 
make it easy for either a home craftsman or carpenter 
to install the new tongue-and-groove panels just placed 
on the market by one manufacturer. 


. « » « Doubled His Sales in Two Years 


are doing their own work. Why not 
gear the Borland organization to 
go after consumer business, reas- 
oned the officers. 

One result has been an almost 


This Pennsylvania firm studies the market potential, 
then sets about to develop it. See picture story. 


New ideas, new products, new First, a change in management. 


methods of merchandising and new 
management have combined to 
double the Borland Lumber Com- 
pany’s sales in the past two years. 
This Oil City, Penna. (pop. 23,000) 
firm was doing $250,000 worth of 
business, mostly on a come-and- 
get-it basis, two years ago; today, 
sales are near the half-million 
mark 
What happened? 
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Herbert L. James, a salesman for 
the wholesale division of Quaker 
Oil Co. for many years, and three 
local businessmen, bought the com- 
pany. James became president and 
active manager. 

Secondly, the officers decided up- 
on a new sales approach. Hundreds 
of Oil City homes were built in the 
early 1900’s. These are ripe for re- 
modeling and a lot of homeowners 





D 





28. 1953, 


complete reversal of Borland’s ra- 
tio of contractor-industrial and 
consumer sales from a 60%-40% 
ratio until the 60° volume is now 
in the consumer bracket. Specialty 
products were taken on and new 
departments like floor coverings 
and rental tools set up. 

Employes now have a financial 
share in the success of the busi- 
ness. When monthly net sales reach 
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NEW SELLING IDEAS like selling plywood and prefinished wallboard by the 
pound have attracted a lot of customer interest. Oil drums filled with mill land’s. It’ 
ends are sold for $1.50 a drum. These new selling ideas bring new custo- 
mers into Borland’s. Tom Ward is the salesman weighing up plywood shorts. 


a minimum figure, all employes 
share a specified lump sum based 
on their salary. These profit shar- 
ing payments are made monthly. 
For the first time in the 82-year- 
old history of the firm, employes 
now receive paid vacations. 

Borland’s staged an open house 
last month at the same time that 
Grant’s opened their new depart- 
ment store across the street. With- 
in two days, a total of 702 sales 
slips were dropped into a revolv- 
ing drum from which lucky sales 
slips were drawn for $2,000 in 
prizes ranging from a _ complete 
built-in kitchen to sash cord. 

Look at the pictures on these 
pages for evidence of the merchan- 
dising revolution at the Borland 
Lumber Co. 


BuitpinGc Propuctrs MERCHANDISER 


PACKAGED HARDWARE island en 
courages self-service, saves time fo! 
the salesman. This is another brand- 
new display just installed by Bor- 
easy to elect what you 
need and housekeeping is kept at a 
minimum. 


FASTER MATERIALS HANDLING 
is possible with new 2,000-pound 
fork lift. Borland’s had 30% more 
storage space in one warehouse after 
removing the second floor, then 
stacking unitized loads high. It 
used to take a full day to unload a 
ear of roofing; now it takes only 1% 
hours. Arrangement are being made 
with manufacturers to receive roof- 
ing and plasterboard palletized 


METAL PRODUCTS like this mobile 
aluminum awning are given featured 
display space. Awning can be low- 
ered or raised from inside the house, 
Full line of metal moldings’ is 
stocked. “You'll do a terrific busi- 
ness in metal moldings if you carry 
a complete line,” explains president 
Herbert L. James. Moldings are ad- 
vertised with wall and floor cover- 
ings. No credit is given for returns 
under four feet, 








BUY ON BORLAND’S BUDGET PLAN 


Amount Payment Payment Payment 
You Buy 6 Months 12 Months 15 Months 
125.00 21.87 11.46 7.98 
210.00 36.60 19.17 13.34 
270.00 47.04 24.54 18.40 
310.00 54.00 28.17 19.00 
350.00 60.08 31.76 21.20 
430.00 73,82 37.99 26.04 





NEW BUDGET PLAN initiated November 1 is popular. Within the first month, 
$3,000 was added to the books in installment sales, The company handled all 
paper under $1,000. Cash sales have increased 20% in the last two years, The 
firm’s active accounts have increased from 1,100 to 1,700 in the same period. 
A 2% advertising budget has helped step up sales. The budget plan above is 
featured in Borland’s display ads 


(continued on next page) 
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One of the most profitable new departments in the tool rental department. 
tools two months ago and has taken in $500 in rental money already. 
sandpaper, paint and other items ordinarily purchased at thesame time. 


The company invested $600 in rental 
And this doesn’t include sales of accessories like 


Although the company already has a diversified rental tool line, a list is kept of all tools requested. Below is the rental 
schedule of tools currently available 





Tool Rental Schedule 


Min. 12 Hr. 24Hr. 
Floor sander $2.50 $4.00 $5.00 4-foot crosscut saw 
Floor sander edger 150 2.50 3.00 Compass saw 
Calking gun 25 .20 Hand saw . 
Shingle cutter 75 1.00 Pipe cutters 
Shingle cutter (if shingles 1,” to 34” pipe threaders 

bought here) 25 1” to 2” pipe threaders 
Stapling gun .20 Lawn rollers 
Hand sander, electric 50 Wheelbarrow 
1,” electric drill d 50 Oil lanterns 
1%” electric drill , 2.00 2-blade axe 
House jacks : .25 16-foot ladder 
6” electric saw ; 2.50 20-foot ladder 
Large glue clamps ...... .f 50 40-foot ladder 
Small glue clamps ; 29 Ladder jacks 
Vibrator saw d 50 
Pi Blow torch 

Hand brace and one bit 25 ‘ 
Linoleum roller : 50 Wallpaper tgpeoraay : 
100-foot sewer rod ‘ 2.00 Pipe wrench 8”, 14” and 16’ 
25-foot sewer rod 5C Tri-stand and vise 
Closet auger .. : ; Shovels 
Pipe reamer a Post hole digger 
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Your Financial 
Counselor 


By Fields and Fields 


(This new feature is planned to help deal- 
ers solve their management problems. Be- 
cause improved financial control is so im- 
portant much of the emphasis will be on 
new accounting methods. Fields and Fields, 
Chicago certified public accountants, ore 
consultants for this department. Dealers ore 
urged to send us questions for answering in 
this department.) 


Q. We close our books on Decem- 
ber 31, but wish to change our ac- 
counting period to an October 31 fis- 
cal year. 

What are the procedures necessary 
to get permission to change our ac- 
counting period for tax purposes? 


A. The revised income tax reg- 
ulations do not require the approval 
of the Commission of Internal Rev- 
enue provided that the following re- 
quisites are met: 

1. There was no change in the 
accounting period of the company 
during the past five years, 

2. The short taxable year required 
to effect the change of accounting 
period ends less than three months 
or more than nine months after the 
close of the accounting period used 
by the taxpayer for purposes of filing 
his income tax return for the previ- 
ous full year. 

3. The company’s net income for 
the short taxabie period required to 
effect the change of accounting year 
when annualized is 80% or more of 
the net income for the full taxable 
year immediately preceding the short 
taxable period. 

In the case at hand the company 
meets the second requirement since 
it desires to change its period from 
a calendar year to an October 31 
closing which is more than nine 
months after the close of the account- 
ing period used by the company in 
filing its income tax return for the 
previous full year. 

Provided that the company did not 
change its accounting period within 
the past five years, the remaining 
test is whether the income for the 
nine months ended October 31, 1954 
when annualized is at least 80% of 
the net income for the calendar year 
1953. 

If any one of the three requisites 
mentioned above is not met, an ap- 
plication for permission to change 
the accounting period must be filed 
en form 1128 with the Commissioner 

nternal Revenue, Washington, 
wv. C. on or before the 15th day fol- 
lowing the close of the short taxable 
period for which a return would be 
required to effect the change of ac- 
counting period. In this case, an ap- 
plication would have to be filed by 
November 15, 1954 if the three fore- 
going requisites are not met. 
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Q. Would you give us any information you may have as to the costs 
of doing business for a wholesale yard? We have been told that the 
costs of doing business for a wholesale yard are less than for a retail 
operation. Is this correct? 


A. A survey made by Dun and Bradstreet of 100 wholesale lumber 
companies revealed the following interesting ratios: Five-Year 
Year Average 
1951 1947-1951 
Net profit on net sales 1.63% 2.28% 
Net profits on tangible net worth 13.39% 16.08% 
Net sales times tangible net worth 7.76 7.81 
Net sales times net working capital 12.25 10.91 
Net sales times inventory ; 9.5 12.1 
Inventory to net working capital 80.4 % 67.9 % 
Current assets times current debt 2.88 2.90 
Current debt to tangible net worth 41.1 % 38.4 % 
Funded debts to working capital 28.7 % 24.1 % 

While it is true that operating costs of wholesale dealers are less 
than those of retail dealers, the differential of the mark-up between the 
two classes of dealers is proportionately larger than the differential 
in the operating expenses. The result of this is, of course, that the 
percentage of net profit to net sales for a wholesale dealer is lower 
than for the retail operation. 

This is best shown by a comparison of the 1950 figures for wholesale 
and retail dealers as shown by surveys performed by Dun and Brad- 
street. Here are the results of these surveys: 

1. Retail dealers with sales volume in excess of $500,000 
reflected net profit before income tax of 6.4% of sales. 

2. 97 wholesale dealers earned net profit after income tax of 
2.68% of sales. 

It is our opinion that if the net profit percentage of retail dealers 
was expressed after income tax, it would have been about 3.2% (50% 
of 6.4%) of net sales, which is 19.4% larger than the 2.68% earned 
by wholesale dealers in 1950. 

It is important to recognize that the fixed costs of a retail yard as 
compared to a wholesale yard are about the same. Rent, taxes, depre- 
ciation, etc., will not vary to any great extent. The biggest difference 
between the two types of operations will be found in the handling 
costs (both yard and delivery handling). 


Q. We are presently reviewing our insurance coverage. In doing 
so, we would like to have a better understanding of the “coinsurance 
clause.” Would you please define and illustrate? 


A. The coinsurance clause operates so that in the event of a loss, 
the insured’s recovery is computed by the following general formula: 
Insurance carried on property u 
— = — x Fire loss 
Coinsurance % of cash value of property at date of fire 
This formula is limited by the following rules: 
1. In no case will the recovery exceed the amount of the fire loss 
since insurance aims to indemnify only for loss incurred. 
2. In no case will the recovery exceed the face of the policy since 
premiums were paid for a maximum of that amount of indemnity. 
Here are three examples that should help clarify the general formula 
and the above two rules: 
Facts: 1. Cash value of property at date of fire was $100,000. (2) 
Policy contains 80% coinsurance clause. 
Problem: What will the amount of the insured’s recovery be in the 
following three circumstances: 
Example Policy Face Fire Loss 
A $ 80,000 $100,000 
B 120,000 100,000 
Cc 60,000 40,000 
Solution: Using this information, the insured’s recovery in each of the 
three cases would be computed as follows: 
Formula Effective Limiting 
Formula Liability Liability Factor 
(® ga 00,000 Is $100,000 $80,000 
$ 80,000 * $190,00 equals $100, 930,006 








Policy face 


$120,000 a c 
$80,000 * $100,000 equals $150,000 $100,000 Fire loss 


$_60,000 , ¢ 30,000 equals $ 30,000 $ 30,000 Coinsurance 
$ 80,000 clause 
It will be observed from the foregoing examples that the necessary 
amount of insurance to allow complete recovery on losses up to the 
face of the policy was $100,000 x 80% or $80,000. The insured, however, 
must stand the risk of losses in excess of $80,000 if that amount of in- 
surance is carried. 





New Distribution Techniques 


DEALERS WANT HELP from the wholesaler in educat- 
ing the contractor to do a better job with your products. 


What does the wholesaler expect from 
the dealer? How can the dealer help the 


wholesaler do a better job? 


Here are the 


answers to these and other important ques- 
tions in the dealer-jobber relationship. 


By Arthur A. Hood, Editor 
American Lumberman* 


Part il 


I guess we are ready for the 
question, “How Specifically Will 
We Go About Getting This Extra 
25% Sales Volume?” 

It has been my privilege recent- 
ly to moderate several wholesale 
and retail management workshops. 
Out of these workshops have come 
at least 20 ways by which whole- 
salers can increase sales. These 
are. 

More productivity from (selling) 
manpower; increased advertising 
and promotional pressure; better 
follow-through of manufacturers’ 
selling helps; more and wider lines 
of brands and products; larger 
trading area; deeper penetration of 
markets; more and better retail 
customers; more efficient retail 
sales management; more efficient 
point of retail sale performance. 

More investment by your dealers 
in advertising and promotion; 
larger retail selling organizations 

more salesmen; generating more 
installment selling among outlets; 
developing better contractors and 
better sales performance; switch- 
ing brands through better service 
and selling; better service values 
for the purchaser’s dollar; wider 


*This is the concluding section of Mr. 
Hood’s talk before the National 
Building Material Distributers’ As- 
sociation, Chicago. 
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market coverage 
tentiais. 

Deeper loyalty on part of cus- 
tomers; cost reduction techniques 
which will give you price advan- 
tage; added sales personnel (spe- 
cialty salesmen); better training 
and supervision of dealers’ selling 
organizations. 

As you study this list, the most 
startling and _ significant thing 
about it is the fact that it would 
be impossible for you to implement 
14 out of these 20 ways without 
cooperation from your dealers. 
Hence, my subject, “Making Mer- 
chandising Partners of Lumber 
Dealers.” 


16 market po- 


Right Attitude Important 


I should like to emphasize that 
your attitudes must be right. Some 
manufacturers and wholesalers are 
inclined to take the dealer for 
granted, to assume that because he 
is in business he should merchan- 
dise your lines and aggressively 
sell them. There is probably no 
wholesaler whose line is over 20% 
of any dealer’s volume and the av- 
erage is probably under 15%. Job- 
bers should rememoDer that in addi- 
tion to the jobber’s line, the deal- 
er has 80% to 85% of other mate- 
rials to merchandise and therefore 
his loyalty to the jobber, at best, 
is divided. 

If you were going to set up a 
partnership between a wholesaler 
and his dealers, it seems to me 
that there are two questions that 
would have to be asked, and very 
specifically answered: 


(a) What do you as a wholesaler 
want your deaiers to do that they 
are not doing? 


(b) What the dealers want you 
as a wholesaler to do that you are 
not doing? 


What the Dealer Can Do 


Fortunately, at recent manage- 
ment clinics we have been able to 
get the answer to both questions. 
Here is a list as reported by a 
wholesale management group of 
what they would like to have a 
dealer do that he is not generally 
doing: 

Educate his manpower to intel- 
ligently merchandise the jobber’s 
line; invest a reasonable amount 
in advertising, merchandising and 
sales promotion of the jobber’s 
line; make effective use of the ad- 
vertising and promotional helps 
supplied by the wholesaler and his 
manufacturing suppliers; conduct 
contractor meetings and induce 
them to use the jobber’s lines and 
brands; build adequate interior dis- 
plays of the jobber’s lines and 
brads; develop end-use package 
selling of the jobber’s lines; build 
increased volume through more in- 
stallment selling; employ an ade- 
quate sales force to cover the trad- 
ing area potential; advise the job- 
ber of importent requirements in 
advance; when the jobber has 
promoted a sale, follow through 
with that jobber’s lines; maintain 
consumer counselor service and 
meetings; provide clean, up-to-date 
store and showrooms; cooperate 
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with wholesale salésmen to gave 
their time; completely cover all the 
various markets that utilize the 
jobber's lines; toliow up the leads 
the wholesaler gives them; earn 
the discounts that they get. 

A group of dealer-managers 
were asked what they would like 
to get from their jobbers that they 
are not now getting, and here was 
their reply: 


What Dealers Need 

Proof that the dealer will make 
money on your lines; proof that 
you know how to heip him make 
money continuously on your line; 
an understanding on your part of 
his overall problems and how your 
line fits in successfully; an under- 
standing of his salesmen’s prob- 
lems and how your line fits into 
them; a complete knowledge on the 
part of your salesmen of the 
things retail salesmen should know 
about each of your products; a 
complete knowledge on the part of 
your salesmen of the 22 things that 
the retail salesmanager should 
know about your products; knowl- 
edge on the part of your men of 
how to recruit, select, indoctrinate 
and train new retail employes con- 
cerned with your line; how to make 
his whole organization sales mind- 
ed; help in educating his sales peo- 
ple on how to sell your products; 
help in educating the contractor on 
how to do a better job on your 
products. 

Share some of his advertising 
and promotional costs with him on 
your line; help him get mortgage 
money when it isn’t available; help 
him establish retail sales prices and 
police them; help in stabilizng lo- 
cal competitive conditions; keep 
him competitive price-wise with 
lines of products similar to yours; 
he would like to have your assis- 
tance in setting up an estimating 
system that will arrive at the ap- 
plied price for your products; he 
wants you to provide some eco- 
nomical, practical and tested ad- 
vertising and selling tools, equip- 
ment, displays and helps; he wants 
you to establish fair merchandis- 
ing plans and stick to them. 

He wants a clear understanding 
of his territorial protection, if any, 
and exactly where he stands; above 
all, he wants complete integrity. 


The Perfect Call 


One wholesaler worked out a 
“perfect” sales sepresentative’s 
call upon a dealer and provided a 
check list for his salesmen, asking 
them to do the following things, in- 
sofar as possible, on their calls: 

Greet and know all retail sales- 
men. Spend some time with each 
salesman to find out his thinking 
and problems with management 
approval. Show them how to close 
sales by demonstration—by doing 


Buitpinc Propucts MERCHANDISER 


this the salesmen increase - their 
confidence in you and will push 
your product. 

Know what subjects need han- 
dling and how you intend to han- 
dle them (plan your calls). 

Adequate display of all products 

Monthly inventory and retail 
movement of all products. Take 
stock with approval of retail man- 
agement. 

Analyze sales against planning 
figure; record sales results and ac- 
tivities used in previous month: 
did all advertising run on schedule? 
were window and spot displays put 
in aS agreed? were sales meetings 
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Recommend Ozark TO CONTRACTORS AND CARPENTERS 


conducted as planned? were cre- 
ative campaigns run on schedule? 
Plan advertising with dealer; 
schedule window, counter and spot 
displays; check back to be sure 
window and spot displays are used; 
check advertising department to be 
sure advertising department has 
been supplied with all necessary 
materials; check with advertising 
department for special promotion; 
check to be sure campaigns were 
carried out; erect and service in- 
terior and directional signs; hold 
sales meetings; be sure they have 
enough literature and promotional 
(continued on page 55) 
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New Distribution Techniques 


Distribution Through the Wholesaler 


By H. W. Prentis, Jr.* 
Chairman of the Board 
Armstrong Cork Co. 


I shall attempt to sum up the 
‘wholesaler’s responsibilities under 
seven heads: 

First, it seems to me, it is the 
wholesaler’s obvious duty to advise 
and confer with the manufacturer 
in respect to matters of common 
interest and to give the manufac- 
turer the benefit of impartial and 
unbiased counsel on all such prob- 
lems. 


Second, the wholesaler should 
push every line he handles diligent- 
ly—-on its own merits—and not to 
use it merely as a convenience or 
bait to get other business. 

Third, it is obviously the whole- 
saler’s duty to provide a_ well- 
trained internal organization with 
the intelligence and facilities to 
carry out faithfully and carefully 
all the mutually-agreed-upon poli- 
cies applying to the line in ques- 
tion, including what appears to be 
almost trivial details. 

But how important many of these 
details are: for example, such de- 
tails as the proper acknowledg- 
ment of orders from retailers stip- 
ulating the terms and conditions 
under which they are accepted in 
clear fashion, and the following 
through of those orders so that 
policies may be interpreted correct- 
ly--without fear or favor; the de- 
tails involved in keeping proper 
records, in maintaining proper in- 
ventory control, in securing proper 
sales statistics, in organizing pro- 
motion efforts, and so on. 

In the fourth place, it is the 
wholesaler’s duty to supply a 
carefully selected’ sales force, 
equipped not only with a knowl- 
edge of the merchandise handled, 


How can the wholesaler work more effectively with 


the manufacturer? 


says the author. 


but carefully schooled in the poli- 
cies applicable to each particular 
line that the salesman has to sell. 
If I dare say it in this company, I 
really believe this represents the 
weakest point in the average 
wholesaler’s armor in his dealings 
with the manufacturer whose goods 
he must sell: there is not sufficient 
care used in the selection of whole- 
salers’ salesmen and too little time 
is devoted to their training. 
There has been a big change in 
the selling process in this country 
during the last 20-30 years. Selling 
for your company or mine today is 
done to a much greater degree on 
corporate personality as opposed to 
individual personality, than it used 
to be. It formerly was simply a 
question of knowing your custo- 
mer so well that your good-fellow- 
ship bribed him so-to-speak into 
giving you business. Now it has 
come to a point where your sales- 
man and ours go out and sell your 
goods and ours not merely on their 
own personality, important though 
that is and always will be, but on 
the corporate personality of the 
manufacturer or the wholesaling 
house that stands behind it. 
“What is corporate personal- 
ity?” you may ask me. It is an in- 
tangible and yet a very tangible 
thing. It is the primary factor 
that distinguishes one institution 
from another in the same business 
field. There is not a man among 
you today who cannot go into a 
retail lumber yard and sniff the 
air, look at the faces of the sales 
people, glance at the fixtures, get 
the general atmosphere of the place 
and go out of there with one of 
three impressions: here is an outfit, 
by George, that is on its toes! They 
are comers. Or, you may go out 
with a feeling that here is an in- 
stitution that is resting on its oars. 
It has had a fine reputation in the 
past, but effort has stagnated. Or, 
you may go out with the very def- 


“Address before the fall convention of the National Building Materials Distrib- 


utors Association, Chicago, Nov. 12. 


Because of the importance of this subject, 


American Lumberman is printing Mr. Prentis’ complete talk, This is the con- 


cluding section. 
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By meeting seven basic responsibilties, 


inite impression that dry rot has 
already set in and here is an in- 
stitution that is definitely on the 
decline. 


That is what corporate personal- 
ity is. It is the sum total of the 
personalities of the people that 
created the business plus the spirit 
of the people now in it. And the 
extent to which you wholesalers in- 
terpret and inculcate that corpo- 
rate personality in the minds and 
hearts of the salesmen who repre- 
sent you throughout the length and 
breadth of this land, that ratio will 
measure your eventual success in 
the field of distribution. 


It takes time though to do that. 
You have to have brains to start 
on. Your men have to be selected 
carefully because it takes brains to 
sell goods. Then, it requires time 
to train and school them and have 
them absorb the intangible person- 
ality of your business so that they 
can go out and radiate that spirit 
to the customers on whom they 
call. By radiating that spirit intel- 
ligently, they will win the respect 
of the prospective customer in 
time, and respect creates confi- 
dence and confidence breeds busi- 
ness just as sure as the waters of 
the Mississippi River run to the 
Gulf. 


Another advantage of training 
salesman carefully is that it re- 
duces the amount of mechanical 
control that is necessary. I think 
we in America have frequently 
gone mad in recent years on the 
question of the mechanical control 
of our businesses and our sales- 
men. We think we can set up card 
catalogs and visible indexes and 
enter all sorts of figures and sub- 
stitute a mechanized means of con- 
trol for real leadership. Then we 
wonder why we fail. 


In the fifth place, it is the 
wholesaler’s duty to carry a 
stock of the manufacturer's goods 
at all times adequate to meet the 
demands of the trade he serves. 


Sixth, it is the wholesaler’s 
duty to control his business so that 
the orders he places with his 
sources of supply will be orders in 
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EVERY LINE should be pushed on its own merits and 


not as a bait to get other business 


fact as well as in name, orders that 
the manufacturer can and will re- 
gard as genuine obligations that 
are not to be cancelled or changed 
except in extraordinary circum- 
stances beyond the distributor’s 
control. Reciprocally, of course, the 
manufacturer should be obligated 
to fill all orders he accepts. 


Seventh, it is also the whole- 
saler’s duty to supply the manu- 
facturer with adequate statistical 
information for use in guiding his 
manufacturing, selling and adver- 
tising policies. Generally speaking, 
the statistics that can be used to 
mutual advantage fall under two 
heads: 


Stock Reports 


First, stock reports to indicate 
how rapidly the manufacturer’s 
goods are passing into the retail- 
er’s hands. 

Such reports compiled, say, 
monthly by his wholesalers, not 
only guide the manufacturer's pro- 
ducing policies, but also should be 
and are of great assistance to the 
wholesaler when summarized and 
sent back to him, showing how his 
stock stands in relation to all the 
wholesalers’ stocks in his section 
and in the country as a whole. 

Intelligent stock control, in other 
words, speeds up turnover for both 
manufacturer and distributor. Af- 
ter all, the intelligent manufac- 
turer does not want a wholesale 
distributor to buy more goods in a 
given period than he can turn over 
at a profit. If he buys too much, 
what follows: the manufacturer’s 
sales are reduced during the suc- 
ceeding period. The distributor’s 
turnover is slowed up; his ardor is 
dampened; his profits are dimin- 
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and confer with 


mon interest 


ished; and the ever-present spectre 
of potential price cutting hangs 
over the manufacturer’s and the 
wholesaler’s head as well. 


Reports of Sales 


Second, reports cf sales to re- 
tailers from distributors. There is 
just one prime advantage, as I see 
it, that the manufacturer who sells 
direct to the retailer has over the 
manufacturer who sells his output 
through the wholesaler, and that 
is this: the manufacturer who sells 
direct knows where his goods are 
consumed, by customer, by small 
geographical areas, by trading 
areas, or any unit that may be ne- 
cessary for sales and advertising 
control. Hence, the vital impor- 
tance of the wholesaler’s establish- 
ing such close relations with his 
manufacturer, and vice versa, that 
there can be the compilation of 
adequate sales statistics through 
a clearing house in the manufac- 
turer’s office. 

These data, in turn, should be 
passed back to the wholesaler so 
that wholesaler and manufacturer 
together can know where their dis- 
tribution is weak; for that is the 
step toward making distribution 
strong. 

For example, you ascertain that 
in a given county or town to- 
tal sales of a given article which 
you are distributing represent only 
a very modest amount in relation 
to population or purchasing power, 
as compared with some other coun- 
‘y of similar population and equi- 
valent purchasing power. Certain- 
ly then, if there be brains in the 
manufacturer’s and _ distributor's 
organizations, ways and means 
can be found by which that condi- 
tion can be corrected 


ONE RESPONSIBILITY of the wholesaler is to advise 
the manufacturer in matters of com- 


Analyze Sales Statistics 


Selective distribution, in fact, 
only becomes really possible with 
the existence and analysis of such 
data. Only with such facts can the 
manufacturer set up a cost system 
in relation to his own distribution, 
discovering what his sales are in 
each trading area, and relating 
them to his sales and advertis- 
ing expense in that area. 

In that way he discovers where 
he is overspending, and where he is 
underspending, and thus he is en- 
abled to supply intelligent sales as- 
sistance and cooperation to his 
wholesaler distributor in the seec- 
tion under analysis. It is surprising 
indeed how accurate these statis- 
tics can be. In the floor covering 
business of the company that I rep- 
resent, thanks to the cooperation 
of our wholesalers, our sales sta- 
tistics by counties, towns, and trad- 
ing areas are 97° accurate today 
and that information is being used 
constantly to the profit of every 
wholesaler who handles our goods 
as well as to our own advantage. 


Optimistic Future 


Looking to the future I main- 
tain there is certainly no need for 
any discouragement in wholesale 
distribution. There was never so 
much thought and effort being ap- 
plied in this field as there is today. 

Personally, I am convinced that 
the wholesaler who orients his bus- 
iness to the changed conditions of 
1954 with virile thinking and vig- 
orous management, has no need 
even to contemplate defeat, for 
there is a growing appreciation, I 
believe, of the debt the small in- 
dependent retailer and manufac- 
turer are under to the wholesaler. 
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NEARLY 3,000 INTERESTED PEOPLE listened to 28 firms extol building materials and home improvements, Many 
left with written notes. 


Show Pleases BOTH Contractors and Homeowners 


came with written questions 


A How-to-Do-It show that was carefully staged by 
the Lieber Lumber and Millwork Co., Neenah, Wis., paid 
for itself before the doors closed. 


“It’s entirely possible to stage a 
building materials and demonstra- 
tion show that pleases and in- 
creases sales to both contractors 
and homeowners,” says Otto Lieb- 
er, Jr., president, Lieber Lumber & 
Millwork Co., Neenah, Wis. Lieb- 
er’s How-to-Do-It show, November 
18-20 in the Appleton, Wis. armory, 
attracted 2,963 persons, was ap- 
plauded by both of the dealer’s 
customer groups and paid for it- 
self before it was over. 

According to Lieber and his son, 
William, here are the outstanding 
results of the show: 

1. Of the 100 contractors in- 
vited, more than 70% attended. A 
majority expressed appreciation for 
the “wonderful way in which the 
show was conducted.” 

2. Of the hundreds of home- 
owners contacted by salesmen since 
the show, many have started inte- 
rior remodeling jobs or have made 
definite plans for home improve- 
ments for the spring and summer. 
The homeowners also expressed 
thanks to Liebers for the help they 
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received at the show. 

3. Including all expenses, the 
28-booth show cost only $1,000 
and sales far exceeded this figure 
before the event ended. 


BRIGHT SIGN over the entrance to 
the armory announced “free admis- 
sion.”’ 


December 


4. It was obvious that the show 
appealed to a “select” portion of 
the public because: (a) no big door 
prizes or other attendance gim- 
micks were offered; (b) the peo- 
ple chose literature carefully and 
took it home with them—none was 
left scattered about the exhibit 
hall floor; (c) many persons came 
with written questions for the dem- 
onstrators; and (d) many of the 
visitors wrote down notes on the 
talks made by the demonstrators. 

Lieber officials pointed out that 
they chose the title How-to-Do-It 
for the show because it appealed to 
both contractors and homeowners. 
This practical psychology was car- 
ried a step further by the demon- 
onstrators who used such phrases 
as “When you or your contractor 
does such and such a job...” 


Here’s how they appealed to con- 
tractors: 


1. Personally addressed, signed 
letters were sent to 100 contrac- 
tors. These letters were carefully 
worded for maximum appeal. Some 
of the statements included in the 
letters were: “We have had many 
requests from the manufacturers 
and the public for us to hold such 
a show. We feel the show will help 
stimulate business for all of us in 
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OTTO LIEBER, JR., left, president, and his son William 
who cooperated to make both homeowners and contrac- 
tors happy at their How-to-Do-It show. 


NEWSPAPER ADS extended a broad appeal to “‘contrac- 


handymen.” 
specific home improvement attractions 


tors, homeowners, farmers and 


the home improvement field. We 
also welcome the opportunity to 
vet better acquainted with you and 
we know the manufacturers will 
welcome any comment you might 
have to give them for the improve- 
ment of their various products. 
You are the men who must fabri- 
cate their products on the job and 
they are anxious to get any new 
ideas that you might have for the 
betterment of these products.” 

2. As many contractors as pos- 
sible were invited personally to at- 
tend the show by Lieber executives 
and salesmen. 


3. Newspaper and radio promo 
tion of the how-to-do-it show con- 


sistently extended the welcome 
hand to contractors as well as 
homeowners. Notice the carefully 
planned wording of this newspaper 
ad copy: “This show is of special 
interest to contractors, farmers, 
homeowners and people who like to 
do things themselves.” 


Here’s how they attracted home- 
owners: 

1. Seven newspaper display ads 
were run in the Appleton paper. 
Copy prominently announced that 
the show was free with tickets ob- 
tainable at the firm’s yards in Ap- 
pleton, Neenah, New London, Kau- 
kauna and Sherwood or at the 
show itself. (So Liebers would get 
an interested mailing and contact 
list, tickets provided space for vis- 
itors to write their names and ad- 
dresses. ) 
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DEMONSTRATION 
BOOTH NUMBERS 
OF HOW TO. bO.!T 
SHOW’ PARTICIPANTS 


1 Wisconsin Wheleselers 


Schrautnegel 
Wholesele Co 
Kimberly Clerk Corp 
Morley Murphy 
and Skill Tool Corp 
United Stotes Gypsum 
Curtis Co 
Boehm Mediuen 
Lumber Co 
Truscom Leboreteres 
Flinthote Co 
Bostitch McClein 
Rileo Retters 
Ready Crete Inc 
United Stetes Plywood 
Actne Piywood & 
Veneer Co 
Redterd Co 
Boeck Co 
Western Minere! 
Products 
Long Bel! 
Lumber Co 
Lerson Products 
23 Mesenite Corp 
24 Standerd Tock 
Chemicals 
25 Streator Brick Co 
ond W K Levelend Co 
26 Weyerhaeuser 
Seles Co 
27 Lieber Lumber Co 
28 First Notrone! Benks— 
Neenoh & Appleton 
29 WH Piphorn Co 
30 7 C Esser Co 


Fifteen 
were offered. 





2. Twenty-eight radio spot an- 
nouncements were used to ballyhoo 
the show. 


3. The newspaper ads listed 15 
specific home improvement fields 
that would be covered at the show 
—at least one of which would ap- 
peal to most any homeowner. Ads 
also listed names of the firms that 
would have exhibits at the show to 
help broaden the appeal. 


4. Hours for the show were ar- 
ranged for the convenience of 
homeowners. Hours were: Thurs- 
day and Friday, 7 p.m. to 10 p.m. 
and Saturday 1 p.m. to 5 p.m. (The 
heaviest attendance occurred Fri- 
day evening.) 


“How Tobolt” 


SHOW 


Thursdey, Nev 1% Fridey Now 20 is 
Seturdey, Nov. 21 


APPLETON ARMORY 


fost College Avenue 


Heres Wher 
You tl See ot 


LIEGER'S 





Banker's Booth Is Popular 


One of the features of the 
Leiber Lumber and Millwork 
Company’s How-to-Do-It show 
was the booth manned by the 
Appleton First National Bank. 
The booth displayed large 
charts which contained a break- 
down of monthly payments for 
home improvement loans of 
varying amounts. After touring 
the building materials demon- 
strations many people stopped 
at the banker’s booth to discuss 
financing for their projects. 
Some of the visitors wrote 
down the amounts they needed 
for their projects and the 
monthly payment figures. 











© Coutrecters 

@ Beme Owners 
@ Fermers 

@ Randymee 

Vou Can) Afford te Mie 


——~* 





7PM ee lOPR Mm 
mrss x wine 1 DON'T FORGET! 
Get Your FREE Ticket 
New ot the Lieber Yord in 
© Appleton 
@ Neensh 
@ New London 
@ Keukoune 
@ Sherwood 
for the “How. te doit Show 
Nov. 19.20.21 at the 


APPLETON 
ARMORY 


Appleton 











5. Envelope stuffers describing 
the show were mailed out with all 
bills. 


Show Was Easy to Stage 


Summarizing, Lieber officials 
pointed out that the show was not 
difficult to stage. An advance let- 
ter was sent to their suppliers with 
a full description of the proposed 
event; the suppliers proved anx- 
ious to bring in displays and man- 
power at no charge to the Lieber 
Co. 

The armory, with a display space 
of 80x100, was ideal for the show. 
Rental was $150 for the entire pe- 
riod. A local organization, the 
Knights of Pythian, rents exhibit 
booths for such events. For a fee, 
this organization erected the 
booths for the show and removed 
them when it was over. All the sup- 
pliers had to do was install their 
displays. Lieber Co. furnished a 
professional sign painter to help 
exhibitors identify their booths 
and products. 


The Lieber Lumber and Millwork 
Ce. has an enviable reputation for 
the wealth of cooperation it has 
always extended to fellow dealers. 
Consistent with this helpful policy, 
Lieber officials made sure the Wis- 
consin Retail Lumbermen’s Asso- 
ciation invited other dealers to the 
show. As a result, dealers from all 
over the state attended—-and many 
expressed their intention to stage 
their own How-to-Do-It show. 


25 





EDITORIAL INDEX FOR 1953 


Advertising and Promotion 


Analyze Your Advertising ..Jan. 12, p. 66 
Cooperative Advertising Educates Public on 
Quality Lumber . -Feb. 23, p. 50 
Teach the Homeowner—and Sell Him, Too 
(Nassou-Suffolk Lbr. & Supply Corp.) Long 
Island, N. Y. : May 4, p. 58 
Bader is Brand Nomes Winner (Bader 
Corp.) Gary, Ind. May 4, p. 74 
Multi-Purpose Room Always in Use (No. 
Alabama Lbr. Co.) Jasper, Ala. June 1, p. 62 
How to Ring Up More Sales by Telephone 
Part | June 15, p. 40 
Part Il _June 29, p. 44 
Direct Mail Sells More Packages (Larson 
Lbr. Co.) Salina, Kan June 15, p. 64 
Free Merchandise for Half Hour (Calho 
Lbr. & Hdw.) Sanger, Calif...June 15, p. 79 
One Way to Find Out What Women 
Want (Elliott's Baker L & § Co.), Port Arthur, 
Tex. June 15, p. 84 
Sponsors Course on “How to Build’ (L. 
Grossman & Sons) Quincy Mass. . 
June 15, p. “80 
Advertises Night & Day (Adler's Bidrs. 
Supply) Altoona, Penna July 13, p. 72 
Good Signs are Good Advertising (Gen- 
esee Lbr. Co.) Batavia, N.Y. ..July 13, p. 74 
Billboard with Section for Posters (Vaugh 
an Lbr. Co.), Winchester, Tenn. July 27, p. 34 
Three Years on T.V. Best Medium We've 
Ever Used (Gallant Lbr. & Coal Co., Toledo, 
Ohio we aire Aug. 10, p. 86 
Homeowners Like School for Week-End 
Carpenters len Roughgarden (Brewster 
Lbr. Co.), Ridgefield Park, NJ. 
Sept. 7, p. 160 
New Plywood Promotion Aimed to Spur 
Dealer Sales (Douglas Fir Plywood Assn. & 
Grape Nuts Flakes) Oct. 19, p. 52 
Rolling Billboard is Sharp Sales Tool (Bad- 
ger Lbr. Co.), Kansas City, Kan. Nov 2, p. 40 
Display Room on Wheels Carries Selling 
Punch (Brant Lbr. Co.), Toms River, N. J 
~~ 2, p. 36 
How to Plan Your Advertising-Merchan 
dising Program for 1954 (NRLDA’S Merchan 
dising Calendar) Nov. 16, p. 38 


Bookkeeping and Office 
Equipment 


Simplified Inventory Control (Hammond 
Lbr. Co.) California Yards Feb. 23, p. 36 
Introducing Two New Office Machines 
(Clary Multiplier Corp.) Mar. 9, p. 149 
How to Halt Increasing Operating Costs 
by Perpetual Inventory Control (by Richard 
G. Ryder, Holden & Martin Lbr. Co.) Brattle- 
boro, Vt June 29, p. 28 


Construction and Application 
Methods 


These Short Cuts Slice Construction Costs 
(By Gus Meissner) 
Part | Feb. 9, p. 108 
Part II Mar. 9, p. 132 
Part Ill June 15, p. 68 
How to Sell Semi-Finished Homes (John 
son-Campbell lbr. Co.), Ft. Worth, Tex. 
Mar. 23, p. 62 
Speeds Custom Cutting with Special Saw 
(Mathis Lbr. Co.), Morton, Ill. . . June 15, p. 42 
Put More Porch Enclosures in Your Package 
Remodeling Picture June 15, p. 54 
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New Open Beam Ceiling Construction 
Method Proves Instant Success (Scholz Con- 
struction Corp.), Toledo, Ohio June 15, p. 78 

Rebuilds with Reclaimed Lumber (Paxton 
Lbr. Co.), Kansas City, Mo...June 15, p. 82 

10 Ways to Prefab for Profit (Weakley 
Lbr. Co.), Newark, Ohio July 27, p. 26 

New Techniques Increase Home Sales. 

coreeete Bp ‘4 

Studiess Panels Reduce Closet Costs (Univ. 
of Ill, Small Homes Council)..Nov. 2, p. 48 

Plywood Form Rentals Pave Way for Added 
Sales (Abbotsford Lbr. Co.), Abbotsford, B.C., 
Canada ..Nov. 16, p. 58 


Consumer Selling 


It's Those Extras That Count (Lepley Lbr. 
Co.), Puyallup, Wash. Jan. 26, p. 45 
Good Markets for Unfinished Furniture 
(Poe Lbr. Co.), Lakewood, N.J. Feb. 9, p. 72 
Tool Rental Business Terrific Feb. 23, p. 50 
Sell Your Scrap Plywood (Primghar Lbr. 
Co.) Primghar, lowa . ar. 9, p. 106 
Good Example of Manvufacturer-Dealer 
Cooperation (Hayes-Lucas Lbr. Co.), Water- 
Cw, BR wc incre veces. To Fae 
“If We Haven't Got It, We Can Get It” 
Plan Pays Off (Ransom Bros. Lbr. & Supply 
Co.), Ramona, Calif. .. 
Folding Doors—A New Profitable Specialty 
..Mar. 23, p. 57 
Fencing Con Be a Top Profit Builder 
(Hechingers’), Washington, D. C. 


p 
Tools Help Sell All Bidg. Products. 
-... May 4, p. 40 
One “Stop Service ‘Plus Show-How Pays 
Off (Schoeneman’s), Sioux City, lowa 
; ..May 18, p. 40 
Satisfied Customers—Firm’s Best Ad (Clair- 
ton Commercial Co.), Clairton, Penna.. 
May 18, p. 54 
How to Be a ‘Prize- Winning Outside Sales- 
man (O & N Lbr. Co.), Menomonie, Wis.. 
June 1, p. 40 
Adds Television to Applionces (Blackstone 
Lbr. Co.), Fresno, Calif. June 1, p. 60 
New Profits in Tool Rentals (By Lother W. 
Schurgast, Hyde Park Lbr. Co.), Cincinnati, 
Ohio : June 1, p. 64 
Put More Porch Enclosures | in Your Package 
Remodeling Picture June 15, p. 54 
Merchandising the Super-Market Way 
(Southern Sash), Sheffield, Ala. June 15, p. 74 
Live Profits Come from Dead Stock (Gen 
esee Lbr. Co.), Batavia, N. Y.. .June 29, p. 40 
Built-ins Will Help You Sell More Kitchens 
(Siegel Lbr. Co.), Chicago, Ill. June 29, p. 32 
(Denny Lbr. Co.) Middletown, Ohio 
June 29, p. 32 
Hew to Sell More Hardware July 13, p. 50 
This Five-Point Program Will Help Your 
Salesmen Do a Better Selling Job (By Craig 
Ruffin, Ruffin & Payne), Richmond, Va.. 
. July 13, p. 84 
Now They’ re ‘On the Main Drag (No. Ala- 
bama Lbr. Co.), Jasper, Ala. ..July 13, p. 60 
They Put Their Lumber Bins in the Show- 
room (Carroll Llbr. Co.), Bridgeport, W.Va. 
July 27, p. 20 
Showmanship Flair Steps Up Wallboard 
Sales “Hole in the Wall Display” for Do- 
It-Yourself Customers (Rob Lun Lbr. & Bldrs. 
Supplies), Niagara Falls, N. Y . July 27, p. 35 
Homeowners Like Mr. Fixit Service (Rock 
Island Lbr. Co.), Cleveland, Ohio ate 
: Aug. 10, p. 48 
Jalousies Catch Northern Sales Market 
(Dane lbr. Co.), Beloit, Wis. ..Aug. 10, p. 56 


December 


28, 1953 


House Doctor Has Many Profitable Patients 
(Al Carr Lbr. Co.), Ponca City, Okla 


Profitable New Business Finishing Bpse- 
ment Homes (De Ville Lbr. Co.), Canton, 


Four Ways Dealers Use Home Planning 
Rooms (Little Rock Lbr. Co., Rikerd Lbr. Co., 
Stiles, Inc., Duncan Lbr. Co.)..Sept 7, p. 92 

Let’s Use Imagination in Selling More Re- 
pairs & Remodeling . Sept. 7, p. 99 

New Trends in Kitchen Design — Packaged 
Kitchens (Frey & Son’s), Harrisburg, Penna... 

. 7, p. 114 

16 Basement Remodeling Package Ideas. . 

Sept. 7, p. 122 

Customer Services Pave the Way to “ae 
. 

Selling Ceiling Tile in Existing Homes. . 
Sept. 7, p. 186 

20 Impulse Items Dealers Sell Profitably 
Sept. 7, p. 234 

Tuning Up for More Business (By Graham 
Rohrer, Georgia-Pacific Plywood Company; 
Sheffield Lbr. Co.), Sheffield, Mass 


Easy Payments Mean More, Bigger Sales 
(Hayward Lbr. & Investment Co.) Los An- 
geles, Calif. .. Sept. 7, p. 228 

Hinged Boxes Step Up Nail Sales (Merner 
Lbr. & Hdw. Co.), Palo Alto, Calif. 

. Sept. 21, 

Patio-Thrift Nook Display—Outdoor Furni- 
ture Sales Increased 200°, (Steel City Lbr. & 
Supply Co.), Gary, Ind. ...... Oct. 5, p. 56 

Kitchen Center Captures Business (Miller 
Bldg. Supply Co.), Washington, D.C....... 

.Oct. 5, p. 102 

Cedar Closet Lining is Fast Selling Special- 

ty (Coutu Lbr. Co.), West Warwick, R. I... 
ee oe a 

Outdoor Cellar Door Display Brings 1,000 

Leads (Maumee Lbr. Co.), Maumee, Ohio.. 
(ia 

Dealers Score with New Products — Inte- 
rior Tilt Rod Shutters (Stiles kbr. Co., Inc.) 
Grand Rapids, Mich. ... Oct. 19, p. 40 

Concrete Bldg. Blocks with Curve (Little 
Rock Lbr. & Coal Co.), Alma, Mich 

; aos 

One Call Sells it “All (Larson Lbr. Co.), 
Salina, Kan. 

Evening Shopping Hours Please Family 
Customers (Gee Lbr. Co.), Chicago, ill.; (Ho- 
bart Lbr. Co.), Hobart, Ind...Nov. 30, p. 20 

Week-End Hours Capture Consumer Trade 

~ -Nov. 30, p. 22 

Senate Hours Catch Farm » (Johnson 
Cashway lLbr. Co.), Omaha, 

..Nov. 30, p. 24 

Exhibit 


Seatin Seance Brick 
Popular Attraction (H. O. Seiffert Co.), Ev- 


Proves 


erett, Wash. . 30, p. 31 
Ice-Fishing Shacks Boost Wintertime Vol- 
ume . ....Nov. 30, p. 34 
How One Dealer Doubled His Sales in 
Two Years (Borland Lbr. Co.), Erie, Pa.... 
. 28, p. 16 


Christmas Selling 


Pre-Christmas Sales Planning Starts in 
October (Best Lbr. Co.), Milwaukee, Wis.. 
. C2. 5, gm 61 
Bring Christmas Spirit into Your Yard. 
Ot. & ao 66 


Christmas Toys Stimulate Store Traffic 
(Best Lbr. & Hdw. Co.), Memphis, Tenn... . 

coat .Oct. 5, p. 72 

Santa’s + ‘ae by Guile (Builders’ Em 

porium), Van Nuys, Calif.. .. Oct. 5, p. 78 
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Nine Easi-Bild Patterns for Christmas Yard 
Sale (Easi-Bild Pattern Co.)), Pleasantville, 
N. Y. ; ; Oct. 19, p. 60 


Contractor Selling 


How to Get Good Contractor Business 
(Mayfair Lbr. Co.), Toledo, Ohio 
eer Jan. 12, 9. 9% 
The Contractor—Key to Package Selling 
(Vaughan Lbr. Co.), Winchester, Tenn..... 
‘ ; Feb. 9, p. 112 
The Contractor is King (Queal Lbr. Co.), 
Des Moines, lowa . + or. 9, p. 142 
Answers yar ig Problem (By B. E. Reeves, 
A & U Lbr. Co.), Enumclaw, Wash. 
ies ag July 13, p. 87 
Helping the Contractor Sell Home Im- 
a EET ee Sept. 7, p. 103 
20 Ways to Sell the Contractor Customer 
(By Robert L. Sweet, Sweet Lbr. Co.), Kansas 
City, Mo. Sept. 7, p. 106 
Here’s How to Pull More Profits from Wall 
Paneling (11 Capsules of Information)... . 
ES a ae 
Add-a-Room Solves Family's Growing 
Pains .-- sept. 7, p. 130 
27 Building Material Packages You Can 
Sell ... : Sept. 7, p. 136 


Association News 


Dealers Crowd NAHB Convention; Better 
Design in 1953; Actual ‘How to Do It’ Dem- 
onstrations, Chicago, Ill. Feb. 9, p. 76 

NRLDA Appoints Merchandising Group, 
Russell Nowles, Chairman Aug. 24, p. 10 

Brand Names Competition Opens (Brand 
Names Foundation, April 14, 1954) : 

Sept. 21, p. 9 

Southeast Dealers Plan Helpful Forum at 
Show (Sponsored by Florida Lbr. & M.W 
Assn., Bldg. Matis. Merchants of Ga.; Tenn. 
Bldg. Matl. Assn., October 22-24, 1953), At- 
lanta, Ga. . , .. Sept. 21, p. 48 

Hoo-Hoo Convention 1953 — Minneapolis, 
Sept. 8-11 (John B. Egan elected “ey 

5, p. 10 

NRLDA Considers National dome pn Las 
Vegas, Nev. Oct. 19, p. 50 

Woodwork jobbers Service Bureau Con- 
siders Metal Threat—Sept. 14-16, New York 
N. Y. ; . Oct. 19, p. 64 

NAHB Drive “Slum Clearance’ Conti St 
New Orleans “Pilot Block’ .Nov. 2, p. 10 

Architectural Woodwork Institute Formed 
(Charles Rinehimer, president), Chicago, Ill. 

.Nov. 16, p. 90 

American Hardware Mfgrs. Assn. Convenes 
(R. H. Coleman, president), Atlantic City, 
ee ee Nov. 16, p. 92 

Lumber tMenubecturers Told How to Get 
More Sales (Natl. Lbr. Mfgrs. Assn., Nov. 
2-4), Washington, D.C. . ov. 30, p. 36 

Making Merchandising Partners of Lumber 
Dealers (Arthur A. Hood, editor, American 
Lumberman) en ate 
Part | ; voor Oe, 14, @, 128 
Part Il Dec. 28, p. 20 

Distribution Through the Wholesaler (By 
H. W. Prentis, Jr., Chairman of the Board, 
Armstrong Cork Co.),  (Nationai Building 
Materials Assn.), Chicago ‘4s eas 
Part | betes Dec. 14, p. 124 
Part II Dec. 28, p. 22 


Do-It-Yourself 


A.L. Consumer Folder Hit with Dealers 
; Jan. 12, p. 84 
How One Dealer Promotes Do-It-Yourself 
Business (Penn Supply Co.), Baltimore, Md 
: ; Mar. 9, p. 80 
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50M See ‘Do-It-Yourself’ Show (Dykes 
br. Co.), New York City ....Apr. 20, p. 34 
“Every Member of the Family Uses Tools” 
May 4, p. 39 
antl the Homeowner —and Sell Him, Too; 
“Do It Yourself’ Work (Nassau-Suffolk Lbr. 
& Supply Corp)., Long Island, N. Y. 
May 4, p. 58 
Framed Garages Hit with Do-It-Yourself 
Trade (Delong Lbr. Co.), Minneapolis, Minn. 
May 18, p. 44 
Build-It-Yourself Garage (Paul Steele Lbr. 
Co.,) Springfield, Ill May 18, p. 50 
“Do-It-Yourself” Low Cost Home (Easi-Bild 
Pattern Co.), Pleasantville, N.Y. May 18, p. 55 
Newspapers Push Do-It-Yourself (Amer 
ican Newspapers Publishers Assn.) : 
May 18, p. 60 
Remodeling Clinic Pulls 300 Homeowners 
(Rogers Bldg. Supplies, Inc.), Bloomington, 
Ind. June 1, p. 46 
Larson Lbr. Co. Plans Campaign for More 
Consumer Business with Do-It-Yourself Kit, 
een WN, beac wanea css June 1, p. 59 
Ideas—Plus How to Do It . July 13, p. 96 
Chicago Plans Do-It-Yourself Show (Oct. 
23-31) July 27, p. 10 
Do-It-Yourself Wallboard Display; ‘Show 
manship Flair Steps Up Wallboard Sales” 
(Rob-Lun Lbr. & Bidrs. Supplies), Niagara 
Falls, N.Y. July 27, p. 35 
Homeowners Find Laminate Easy to Install 
(Toledo dealers) .. Aug. 24, p. 35 
Do-It-Yourself Becomes a Billion Dollar 
Market Sept. 7, p. 181 
They Go After Do-It-Yourself Business 
(Findorff’s), Madison, Wis. ..Sept. 7, p. 152 
Homeowners Like School for Week-End 
Carpenters (Brewster Lbr. Co.), Ridgefield 
Park, N. J. Sept. 7, p. 160 
Successful Sales Plan for Do-It-Yourself 
Garages (Lansing Lbr. Co.), Lansing, Mich. 
en Sept. 7, p. 174 
Contractor Helps Dealer Promote Do-!t- 
Yourself (Bali Lbr. & Supply Co.), St. Ann, 
: Sept. 7, p. 180 
Selling Ceiling Tile in Existing Homes 
(Maryville Lbr. Co.), Maryville, Mo.; (D, Baker 
& Son), Grand Haven, Mich.; (Farmers Gr. & 
Lbr. Co), Wathena, Kan., and others 
Sept. 7, p. 
Nendvedle of Dealers Using Do-It-Yourself 
Sept. 7, p. 191 
“Barn Raising’ Big City Style Booms Do-It- 
Yourself Sales (Volunteer Firemen from Palos 
Heights, Ill., Gee Lbr. Co., and Palos Park's 
Johnson Lbr. Co.) .... Sept. 21, p. 40 
Build-It-Yourself Home Pulls Big Crowd 
(Marshall Erdman, Erdman-Peiss Lbr. Co., 
Madison, Wis. .. . Ot. 19, op. 2 


7000 Prospects See Dealer Do-It-Yourself, 


Show (Harvey Lbr. Co.), Chicago, Ill. 
Oct. 19, p. 32 
Rental a SE Enables Homeowner to 
Blow His Own Insulation (Larson Lbr. Co.), 
Salina, Kan., (Heck Lbr. Co.), Topeka, Kan 
ea Nov. 2, p. 56 
Dealers «nter Do-It-Yourself Snow (Nei- 
man-Reed Lbr. Co.), Van Nuys, Calif., 
(Owens-Parks Lbr. Co.), Los Angeles, Calif. 
Nov. 2, p. 60 
Do-it- one Show Sparks Quick Sales 

(Oct. 23 to Nov. 1), Chicago, Ill. 

.Nov. 16, p. 46 
Stages insulation Clinic for Do-It-Yourself 
Customers (M. H. Paulsen Lbr. Co.), Milwau- 
kee, Wis. .. ..-Nov. 16, p. 56 
Teaches Hobbyists How to Use Tools 
(Woodbridge Builders Supply Co.), New 
Haven, Conn. ...... ..Nov. 30, p. 28 


Displays 


Sander Center (V. W. Uher Lbr. Co.), Gal- 
veston, Tex. .Mar. 9, p. 116 
Display of Literature Idea (Kunz-Johnson 
lbr. Co.), Dayton, Ohio ..Mar. 9, p. 136 
Holidays for Special Window 
(Stebbins Anderson), Towson, Md..... 
; Apr. 20, p. 30 
Too! Siasienne Help Sell All Building Prod 
ucts .. oes ce &. -. a 
Glass-Topped Display Fixtures (Whelan 
Lbr. Co.), Topeka, Kan. May 4, p. 44 
Double-Purpose Gate (Alum. Gate as Adv. 
Display Bob Fraley tbr. Co.), Ardmore, 
Okla. ... Sree. « ee 
New iodine’ Solves Display & Warehous- 
ing Problem (Durwood Palmer, Botsford Lbr. 
Co.), Rochester, Minn July 13, p. 92 
They Put Their Lumber Bins in the Show- 
room (Carroll Lbr. Co.), Bridgeport, W. Va. 
..July 27, p. 20 
Dramatize Hardware by Panel Displays 
(Ralph Fell Lbr. Co.), Banning, Calif. 
ee eo Reape July 27, p. 24 
Animated Sign Builds Contacts (Morris- 
town Lbr. & Supply Co.), Morristown, N.J. 
July 27, p. 24 
Insulation Is a Hot Display Item (A & U 
Lbr. Co.), Enumclaw, Wash. ..Aug. 10, p. 58 
Week End Decorator Display (Archer-Dan- 
iels-Midland Co.), eennges~ 
Aug. 10, p. 102 
Display Means Dollars ‘for Dealers.... 
evs Oe 7, Be BV 
Hinged Boxes Step Up Nail Sales (Merner 
Lbr. & Hdw. Co.), Palo Alto, Calif.. 4¢ 
... Sept. 21, p. 28 
Display Brings 1,000 Leads; Outside Cel- 
lar Door Display (Maumee Lbr. Co.), Maumee, 
Ohie ... ao . Ot 5,0. BB 
Patio- Thrift ‘Display; Thrift Nook (Steel 
City Lbr. & Supply Co.), Gary, Ind.. , 
ees 2, gm 3S 
Sample ‘Boards Stop Handyman (Johnson- 
Campbell Lbr. Co.), Ft. Worth, Tex. ; 
Oct. 5, p 90 
Dealer Displays 114 Specimens of Woods 
(W. W. Steele Lbr. Co.), Lodi, Wis. ..... 
‘ . Oct. 6, p. 100 
Five Ways to ‘Sell More Lighting Fixtures 
. Oct. 19, p. 44 
What Makes a Good Tool Bar Display 
(Veenstra Lbr. & Supply Co.), Racine, Wis. 
.. Oct. 19, p. 30 


Displays 


Editorials in 1953 


A Year for Trained Fighters Jan. 12, p. 55 
Your Problem is Our Problem Jan. 26, p. 25 
The Mathematics of Pricing Feb. 9, p. 47 
Why Does a Dealer Fail?...Feb. 23, p. 21 
To a Young Man in Search of a Career. 
.. March 9, p. 65 
Understand ‘Your Competition. 
Mar. 23, p. 4) 
Compensatory Pricing Solves Profit Head 
aches . >» 29:0 pas aly Sie ee 
Compensatory Pricing Will Reverse the 
Trend to Lower Net Profits....May 4, p. 37 
Consumer Selling Vital with Compen:atory 
Pricing Policy May 18, p. 39 
Compensatory Pricing Offsets Mark-Downs 
June 1, p. 39 
Compensatory Pricing Principles are 
June 15, p. 39 
A Compensatory Pricing Formula 
June 29, p. 27 
The Road to Orderly Distribution 
> July 13, p. 45 
Outdoor Living Offers New Market. 
: “s July 27, p. 19 
Why Incentives? Aug. 10, p. 43 
(continued on next page) 
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Incentive Plans Increase Dealer Profits. . 


Club Car Idea (Natl. Federation of Ware- 
housing Wholesalers Assns. Needed?).... 
Aug. 24, p. 54 
You Can Maintain Your October Sales 
Level Throughout the Winter ..Sept. 7, p. 69 
Business is Good, But You Can Make It 
Better (By the Editors) . Sept. 7, p. 71 
Have You Passed Your Break-Even Point 
for This Year? .. ....Sept. 21, p. 25 
Don’t Let Cost Reduction Trip You 


, _— is "Right About Women 

Oct. 19, p. 27 

Let’s ‘Look at Management Consultants. 
» ae 31 
Thanksgiving 1953 Nov. 16, p. 37 
Bill Morgan's Big Idea....Nov. 30, p. 19 
We Shall All Hang Together (Guest Edi- 
torial, by G. E. Karlen, Pres. W. C. Lumber 
men’s Assn.) Nov. 30, p. 29 
“B80 Years of Change for Dealers”...... 
. 14, p. 55 
Recession or Prosperity—It's Up to Man- 
agement - onnees Dec. 28, p. 15 


Education 


Course in Design Problems (Gee Lumber 
& Coal Co.), Chicago, Ill.....Feb. 9, p. 56 
NRLDA Education Program Pays Dividends 
Feb. 9, p. 104 

Builders Attend a Short Course. . 
Feb. 23, p. 60, 
Lumber Industry Offers Good Jobs (Univer- 
sity of Minnesota) St. Paul ..June 15, p. 52 


Scholarships for Lumber Students (Natl. 
Hardwood Lbr. 


Assn), Memphis, Tenn..... 


July 13, p. 94 


Farm Articles 


Farm Pre-Fabs Make Hit (Hess Lumber Co.), 
Pine Island, Minn. .......... Jan. 26, p. 46 

Operation Farm Trade (Ottawa Lbr. Co.), 
Ottawa, Kan. 

Farm Buildings for Nebraska Farmers 
(Univ. of Nebraska in cooperation with Ne- 
braska Lumbermen’s Assn.).. Apr. 20, p. 32 

Treated Poles and Posts Sell Farmer Trade 
(McKee Lbr, Co.), Lee’s Summit, 

June 15, p. 46 

Crop Drier Doubles as Kiln Drier (U.S. For- 
est Products Lab.), Madison, 

.June 15, p. 50 

Formers Like Free Want ‘Ads (W. E. Smith 
Farm & Home Trading Post), Tulsa, Okla... 
July 13, p. 90 
Good Market for Grain Storage Bins 
(Government Advises Farmers to Build Their 
Own) Aug. 10, p. 50 

Farm Market Will Take an Extra Selling 
Job ... Sept. 7, p. 194 

Farm Dealer Must Know His Customers 
(Farmers Gr. & Lbr. Co.), Wathena, Kan.; 
(Maryville Lbr. Co.), Maryville, Mo 

7, p. 204 

Selling Insulating ‘Glass on the Farm... 

. . Sept. 7, p. 210 


Feature Articles on Taxes 
and Financing 


3-Minuvte Tax Quiz 
How Does Your Operating Statement 
Stack Up? ons ..July 13, p. 46 
Investors Like Dealer's 6°, interest Rate 
(Yaeger & Kirk), Santa Rosa, Calif. 
July 13, p. 58 
Eosy ‘Payments Mean More, Bigger Sales 
(Hayward Lbr. & Investment Co.), Los An- 
geles, Calif. Sept. 7, p. 228 
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Your Financial Counselor (Field & Field) 
. Oct. 5, p. 92; Nov. 2, p. 46; Nov. 30, 
p. 35; Dec. 28, page 19 


Garages 


The Growing Garage Market .... 
May 18, p. 43 
Framed Garages Hit with Do-It-Yourself 
Trade (Delong Lbr. Co.), Minneapolis, Minn. 
May 18, p. 44 
Build-it-Yourself Garage (Paul Steel Lbr. 
Co.), Springfield, ill. ........ May 18, p. 50 


Home Shows and Community 
Special Events 


Dealer Builds Home Show Hit (West Lib- 
erty Lumber Co.), Pittsburgh, Penna 
+ 
= hema Home Show Ca 
Lbr. , Delano, Minn.. .Apr. 20, p. 38" 
tng poss Demonstration “Power Tool 
Show” (Wolf Supply Co.), York, Penna... 


Home Show Pushes Do-It-Yourself (Gee 
Lbr. Co.), Chicago, III June 1, p. 80 

Fifth Farm & Ranch Day (Okla. A & M), 
Oklahoma City, Okla. ...... June 15, p. 86 

Home Show Course in One Easy Lesson 
(Mathieu Lbr. Co.), Blue Island, Ill 


Build-It-Yourself Home Pulls Big Crowd 
at Home Show (Marshall Erdman, Erdman- 
Peiss Lbr. Co.), Madison, Wis.. .Oct. 19, p. 28 

7000 Prospects See Dealer Do-it-Yourself 
Show (Harvey Lbr. Co.), Chicago, Ill 

Oct. 19, p. 32 

Open-Air Building Products Show Pulls 
Women (U.S. Bldg. Products Co.), Berkeley 
ee eer Oct. 19, p. 38 

Dealers Enter Do-It-Yourself Show (Nei- 
man-Reed tbr. Co.), Van Nuys, Calif.; 
(Owens-Park Lbr. Co.) Los Angeles, Calif... 


Home Style Show ey 


Off Buying 
Spree (W. R. Shaw Lbr. 


, St. Paul, Minn.. 
. 16, p. 50 
Dealer-Sponsored Brick Exhibit Proves Pop- 
ular Attraction (H. O. Seiffert Co.), Everett, 
WHS a devasekosscuepecual Nov. 30, p. 31 
Show Pleases BOTH Contractors and 
Homeowners Dec. 28, p. 24 


Low-Cost Housing and House Plans 


Building a More Liveable House (Univ. of 
Il. Small Homes Council), Urbana, Iil..... 
. 104 
Less Man Hours—More House (Univ. of Ill. 
Small Homes Council), Urbana, Ill 
Mar. 9, p. 148 
How to Sell Semi-Finished Homes (John- 
son-Campbell ibr. Co.), Ft. Worth, Tex... .. 
23, p. 62 
“Do-It-Yourself” Home (Easi-Bild Pattern 
Co.), Pleasantville, N.Y....... May 18, p. 55 
Home Plans “Edison” and “Winthrop” (Ar- 
chitectural Plan Service)....Aug. 10, p. 76 
Dealer Becomes Prefab Manufacturer (by 
Robert K. Weakley, Weakley Lumber Co.), 
Newark, Ohio . 10, p. 94 
Dealer's Low-Cost Home Beats Prefab 
(Henry S. Wormhoudt, Wormhouct Lbr. Co.), 
Ottumwa, lowa Aug. 24, p. 40 
Home Plans “Alden” and “Denver” (by 
Architectural Plan Service). .Sept. 21, p. 46 
Home Plans “Lindsay” and “Madison” 
(Architectural Plan Service)..Oct. 19, p. 76 
Home Plans “Wakefield” and “Wilson” 
(Architectural Plan Service)..Nov. 16, p. 74 
“House of the Future’ (By Samuel Paul, 
AIA, Architectural Plan Service) 
Dec. 4, p. 116 


Lumber and Lumber Application 


Pre-Cutting Brings in Pickup Trade (Ana- 
walt Lbr. Co.), Los Angeles, Calif 


Lumber—Hollywood’s All Purpose Building 
Material . 9, p. 102 
A Vacuum Treating Plant for the Retail 
Yard (By J. E. Stewart, G. M. Stewart Lbr. 
Co.), Minneapolis, Minn. ....Mar. 9, p. 66 
Sell Your Scrap Plywood (Primghar Lbr. 
Co.), Primghar, lowa . 9, p. 106 
“Merits of Wood” (Natl, Assn. of Com- 
mission Lumber Salesmen, March 27, 1953), 
Chicago, Ill. . 20, p. 40 
Crop Drier Doubles as Kiln Drier (U. S. 
Forest Products Lab.), Madison, Wis.. 
June 15, dD. 50 
Inspection Service to Limit Sale of Sub- 
Grade Lumber, Detroit, Mich...June 15, p. 76 
“Lumber . . Know It . . To Sell It” (Natl. 
Lbr. Mfgrs. Assn.), Washington, a... , 
10, p. 72 


Management 


Guide Post to Sound Business Planning in 
1953 (O. V. Wallin, CPA), Philadelphia... . 


Compare Your Operating Statement... . 
Jan. 26, p. 42 
What Are Your Operating Costs? 


Five-Point Yard Safety Program (The Mul- 
lins Lbr. Co.), Los Angeles, Calif 


Turning Ideas Into Action (By Paul Collier) 


Why | Believe in Profit Sharing (Joe M. 
Bonfield, Bonfield Lbr. Co.), Hobbs, N.Mex. 
....May 4, p. 56 
How Does Your Operating Statement Stack 
Up? July 13, p. 46 
Investors Like Dealer’s 6° 
(Yaeger & Kirk), Santa Rosa, 
July 13, p. 58 
Profit Sharing System Works for Maryland 
Dealer (Stebbins Anderson), Towson, Md... 
July 13, p. 66 
Check Your Insurance Coverage Against 
This List July 13, p. 76 
Answers Discount Problem (B. E. Reeves, 
A & U Lbr. Co.), Enumclaw, Wash 
July 13, p. 87 
Where Does Your Sales Dollar Go? (1952 
Survey of Cost of Doing Business) 
July 27, p. 30 
One Dealer Tells How He Trains His 
Drivers, Maintains Equipment, Schedules De- 
liveries (Sweet Lbr. Co.), Kansas City, Kan. 
Aug. 10, p. 44 
Guide Posts to a Sound Distribution Policy 
(Paul D. Shoemaker, Natl. Plywood Distrs. 
Assn.) . 10, p. 98 
The Break-Even Point—A Tool for Better 
Retailing (Ira S. Fields) Sept. 21, p. 30 
Management Experts Share Success Tips 
(Southeast Dealer Management Forum, Oct. 
22-24), Atlanta, Go . 16, p. 66 


Interest Rate 


Master Merchants of the Light 
Construction Industry 


Complete Customer Service (Nailor Lbr. 
Co., R. E. Nailor, Mgr.), Port Angeles, Wash. 
Jan. 26, p. 26 

Receives Master Merchant Certificate at 
Annual Home Show (Ebenreiter Lbr. Co.) 
Sheboygan, Wis. ...........- May 4, p. 64 
One Stop Service Plus Show-How Pays 
Off (Schoeneman’s), Sioux City, lowa.... 
May 18, p. 40 
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Materiais Handling and Equipment 


New-Type Rack Saves Space (Falls Dealer 
Supply Co.), Sheboygan, Wis. Jan. 12, p. 92 
We Licked the Handling Problem (By T. 
Merrit Ludwig, Merrit Lbr. Co.), Reading, 
Penna. . 9, p. 88 
How Do You Handle Materials?....... 
ar. 23, p. 42 
Power Equipment Brings 7-Times Turnover 
(Foley Lbr. Co.), Jacksonville, 
rere | 
New Flat-Top Truck Has 30-foot Deck 
Murty Bros.), Portland, Ore. ..June 1, p. 85 
Lift Truck Makes Hundreds of New Friends 
(Penn Lbr. & B.S. Co.) Philadelphia, Penna. 
; : a .June 15, p. 62 
Fork Lift Cuts Crew 27 (Palm Springs 
Building —— Palm Springs, Calif. 
.Aug. 10, p. 61 
Garage on- Wheels Cuts ‘Maintenance Costs 
(E. K. Wood Lbr. Co.), Los Angeles, Calif. 
Aug. 24, p. 32 
One Lift Truck Saves $8,000 Yearly (By 
John R. Stiles, President, Stiles Lbr. Co.) 
Grand Rapids, Mich. ........ Sept. 21, p. 26 
Two Fork Lift Trucks Cut Idaho Yard Han 
dling 25°% (Volco Builder’s Supply, Inc.), 
Jerome, Ida. . 5, p. 110 
Giant Lift Truck Handles 50 Tons (Baker- 
Raulang Co.) . Oop 
What Mechanical Equipment Did for Us 
(By Robt. F. Mclellan, Stembler and Ford, 
Inc.), Capitol Heights, Md...Nov. 30, p. 26 


Miscellaneous 


Sets Up Own Fire Protection System (The 
McClure Lumber Co.), Charlotte, N. C..... 
Jan. 26, p. 40 
The Transit Car (Poem, by Douglas Mal- 
loch) ... .Mar. 9, p. 128 
Your Profit Making Forum (Norm Adver 
tising, Inc.) .June 1, p. 90 
Speeds Custom Cutting with Special Saw 
(Mathis Lbr. Co.), Morton, Ill. June 15, p. 42 
Crop Drier Doubles as Kiln Drier (U.S. For- 
est Products Lab.), Madison, Wis. 
June 15, p. 50 
Tongue-in-Cheek Nail 49 Inches Long 
(Bldrs. Lbr. & Supply Co.), Worcester, Mass. 


Your Profit Making Forum (Norm Adv. 
Agency) June 29, p. 54 
Texas Dealers Tackle Tornado Damage, 
San Angelo and Waco, Tex...July 27, p. 36 
Lumberman Claims Oldest Clock (Herman 
Rizzi), Minneapolis, Minn. ....July 27, p. 38 
Offers Free Tickets (A-1 Coal & Lbr. Co.), 
Rockford, Ill. July 27, p. 34 
Tempered Hardboard Makes Good Door 
Dividers for Door Display (Gee Lbr. Co.), 
Chicago, Ill. ... July 27, p. 34 
Jalousies Catch Northern Sales Market 
(Dane Lbr. Co.), Beloit, Wis... Aug. 10, p. 56 
Build Wood Bomb Shelters (By T. W. Ram- 
sey, Jr., T. W. Ramsey Lbr. Co.), Tampa, Fla. 
vas . 10, p. 92 
Volunteers Give Flint Tornado Areas Quick 
Transformation During eee Bee 
.. Sept. 21, 
Your Profit ee Forum (Norm Adv. 
Agency) ae Oct. 5, p. 132 
Nebraska Sends Members Treated Posts 
Warning (Neb. Lbr. Mer. Assn.) Oct. 19, p. 58 
American Lumberman’s 
(80th Anniversary) 
Fires Rake Lumber Yards—Kid Vandals 
Start Two Fires Nov. 16, p. 12 
You Can Share the Built-In Climate Boom 
Part | .. ane .. Aug. 10, p. 79 
Part Il... ... Aug. 24, p. 50 


Picture Contest 


ButtpiInc Propucts MERCHANDISER 


. 19, p. 46 


Lumberman Fights Communism (By John 
R. Zengler, DeVille Lbr. Co.), Canton, Ohio 
Aug. 24, p. 30 


New and Remodeled Stores 


New Store-Warehouse Layout (Brown Lbr. 
Co.), Sweetwater, Tex. Jan. 26, p. 34 
Get Rid of Your Counters (Rose Brothers 
Co.), Cincinnati, Ohio......Mar. 9, p. 109 
Paul Bunyan Ready for Business (Paul Bun- 
yan Retail Lbr. Co.) Mount Vernon, Wash. 
Mar. 9, p. 130 

“Dream Lumber Yard’—Architect Designs 
and Manages (Carl Edwards, Mgr. Deal Lum- 
ber Co.), McPherson, Kan.. ..May 4, p. 68 
New Yard, Hardware and Paint Store 
(Renuart Lbr. Yards, Inc.), Miami, Fla..... 
May 4, p. 126 

Southern States Iron Mfg. Co. Opens New 
Warehouse -May 4, p. 126 
Industrial Lbr. & Supply Co., Gary, Ind., 
(Newly Remodeled Showroom). .June 1, p. 56 
New Showroom & Displays (Clairton Com- 
mercial Co.), Clairton, Penna. May 18, p. 54 
One Way to Find Out What Women 
Want (Elliott's Baker L & S Co.), Port Ar- 
thur, Tex. June 15, p. 84 
New “Windows Open Way to Millwork 
Sales’—"‘Live Exhibits” (D. F. Calkins Lbr. 
Cad, Gomer FR Fe a ccccces June 29, p. 48 
New Layout Solves Display and Warehous 
ing Problem (Botsford Lbr. Co.), Rochester, 
Minn. July 13, p. 92 
They Put Their Lumber Bins in the Show- 
room (Carroll Lbr. Co.), Bridgeport, W.Va. 
July 27, p. 20 

Service and New Store Help the Amateur 
Builder (Rock Island Lumber Co.), Cleveland, 
Ohio .. Ot. 5, op. 4 
Grand Opening — Four-Point Promotion 
Plan for Grand Opening (Volco Builders’ 
Supply, Inc.), Jerome, Ida. ..Oct. 5, p. 54 
Opens Big City Store in the Country (Mar- 
ion Nine’s New Department Store), Fresno, 
CO. Sew sb<éone reves 04s ses Oct. 5, p. 88 
New Store Solves Cross-Town Delivery 
Service (DeVille Lbr. Co.), Canton, Ohio.. 
.. Oct. 5, p. 104 

Sales Jump from $200 to $1000 Per Day 
(Calho Lumber & Hardware Co.), Sanger, 
Calif. . 16, p. 62 
Grossman's New “Store of Tomorrow— 
Today” (Grossman’s), Wellesley Hills, Mass. 
14, p. 104 

Roof Brings. Sunlight into Singer's Show- 
rcom (Singer Lumber Co.), New Orleans, La. 
.Dec. 14, p. 108 


Public and Employe Relations 


Christmas-Tree Party Draws 3,000 (R. L 
Sweet Lbr. Co.), Kansas City, Kan. ... 
Jan. 26, p. 30 
Our Visit to the Lumber Yard (Burnet-Bin- 
ford Lbr. Co.), Indianapolis, Ind. 
..Jan. 26, p. 48 
How Dealers Solve Their Lunchroom Prob 
lems cove FOR. 23, p. 24 
Why | Believe in Profit Sharing (Joe M. 
Bonfield Lbr. & Supply Co.), Hobbs, N. Mex. 
May 4, p. 56 
Elliott's Baker Lbr. & Supply Co., Loans 
Truck for Waste Paper Drive, Port Arthur, 
Tex. June 1, p. 62 
Profit Sharing Works for Maryland Dealer 
(Stebbins Anderson), Towson, Md. 


Introduce Your Personnel (University Park 
Lbr. Yard), Denver, Colo.....Aug. 24, p. 42 

What You Should Expect from Your Em- 
ployes and What They Expect of You (By 
Earl Brooks, Asst. Dean, School of Industrial 
and Labor Relations, Cornell University), 
a | Dec. 14, p. 114 


Research 


Building a More Liveable House (Univ, of 
it. Small Homes Council), Urbana, Ill..... 
ar. 9, p. 104 
Man Hours—More House (Univ. of 
ill, Small Homes Council), Urbana, Ill.. 
Mar. 9, p. 148 
Lumber ‘Dealers Research Council Plans Re- 
search, Mechanical Handling of Materials 
and Office Layout, Champaign, 
June 1, p. 54 
One Legged Staple Better Than Two (Vir- 
ginia Polytechnic Institute), Richmond, Va. 
July 13, p. 98 
Studless Panels Reduce Closet Costs (Univ. 
of Ill. Small Homes Council), Urbana, Ill. 
Nov. 2, p. 48 


Selling—General 


Sells Lots to Sell Lumber (Rauch Lumber 
& Grocer Co.), St. Charles, Mo. Jan. 26, p. 49 
How to Be a Prize-Winning Outside Sales- 
man (O & N Lumber Co.), Menomine, Wis. 
, p. 40 
How to Make More Sales by Telephone 
June 15, p. 40 
June 29, p. 44 
Super-Market Way 
Sheffield, Ala 

June 15, p. 74 
Inspection Service to Limit Sale of Sub 
Grade Lumber, Detroit, Mich. June 15, p. 76 
How to Sell More Home Hardware (Get 
man & Judd), New Haven, Conn.; (O'Malley 
B.M. Co.), Phoenix, Ariz.; (Bolinger Lbr. & 
Sup. Co.), Bossier City, La...July 13, p. 50 
This Five-Point Program Will Help Your 
Salesmen Do a Better Selling Job (Craig Ruf 

fin, Ruffin & Payne, Inc.), Richmond, Va.. 
July 13, p. 84 

What Every Lumber Salesman Needs 
“Lumber . . Know It . . To Sell It” (Natl 

Lbr. Mfgrs. Assn.), Washington, D. C 

Aug. 10, p. 72 
Tuning Up for More Business (By Graham 
Rohrer, Dir. Specialty Sales, Georgia-Pacific 
i josh a et ee Sept. 7, p. 72 
Selling Attic Remodeling (P. E. Jepson Lbr. 
Co.), Macon, Mo.; (Cowley Lbr. & Hdw. Co.), 
Olathe, Kan.; (Maryville Lbr. Co.), Maryville, 
Mo.; (Standard Lbr. Co. & Spears Lbr. Co.), 
Grand Rapids, Mich.........Oct. 5, p. 107 


Merchandising the 
(Southern Sash Co.), 


Surveys and Business Predictions 


What Are Your Operating Costs?....... 
Feb. 9, p. 
of Dealers Merchandise Paint 


ie ah 


..July 27, p. 
How Do You Pay Your Salesmen? 
Ree 


Industry Expects « a Million Starts This Year 

. Sept. 7, p. 77 

Women Are Your Best Paint Customers 
(American Lumberman Survey) Noy. 16, p. 72 
“Dealer's Outlook Brighter for 1954” (By 
H. E. Riley, Chief, Division of Construction 
Statistics, U.S. Dept. of Labor, Washington, 
a . Dec. 14, p. 56 


Yard and Store Design 
"Store and Yard of Tomorrow” (By Ed 
ward W. Hanson, Architectural and Sales 


Promotion Dept., Central Lumber Co., Still- 
water, Minn. Dec. 14, p. 94 
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AMONG THE DEALERS 





Photo courtesy The Hartford Courant 


THE LUMBER DEALERS ASSOCIATION OF CONNECTICUT elected these 


new officers at its 62nd annual meeting last month in Hartford, Left to right, 


Willard F. Terrell, 
Lampson Lumber Co 
Lumber Co., 
secretary 


Meriden 


Connecticut Dealers 
Elect Ray Rubley 


The Lumber Dealers Association 
of Connecticut held its 62nd annual 
meeting last month at the Hart- 
ford club, Hartford, and elected 
Raymond C. Rubley, Bethel, presi- 
dent. A Dun & Bradstreet repre- 
sentative talked on management, 
after which a panel discussion was 
held in conjunction with it. The 
moderator was Harold J. Stacey, 
president, Northeastern’ Retail 
Lumber Dealers Association. Form- 
er president Edmund 8. Smith pre- 
sided at the annual banquet, when 
the principal speaker was John J. 
McCarthy, General Electric Co. 
Entertainment was by the 36 voices 
of the Manufacturers’ Chorus of 
Bridgeport. 


$500,000 Fire Destroys 
Capitol Yard, Milwaukee 


A flash fire, fanned by 20-mile- 
an-hour winds, made an inferno of 
the Capitol Lumber Co., Milwau- 
kee, December 7. The spectacular, 
five-alarm fire consumed the firm's 
garage, most of its sheds, the com- 
pany office and hundreds of thous- 
ands of feet of lumber. Damages 
were set at more than half a mil- 
lion dollars. 

The Milwaukee disaster brings 
damages to lumberyards through 
fires reported to American Lum- 
berman since early this fall to 
more than $3,000,000. 

The first alarm at 1:44 a.m. 
brought one of the largest gather- 
ings of Milwaukee fire-fighters to 
the Capitol yard. Suburban fire- 
men also fought the blaze when it 
spread to the rear of the yard, in 
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Lumber Co., treasurer; 
New Haven, vice-president; Raymond C. Rubley, Senior 


Bethel, president, and William P. Beach, Lampson Lumber Co., 


Ellsworth Matthias, 


Glendale. Flames were still rising 
two hours later and lumber piles 
were still smoking at 8:15 a.m. 

A patrolman on the beat discov- 
ered the fire and the sky was red 
as he turned it in. Within minutes, 
flames spread to the frame and 
brick office building. By the time 
fire trucks arrived, the building 
and all sheds were burning out of 
control. A line of lumber cars on 
the Milwaukee Road tracks was 
drenched to prevent ignition. 

J. H. Callner, president of the 
lumber company, was at the scene 
and estimated the loss. 

Arson possibilities were first sus- 
pected when several passers-by re- 
ported seeing a man carrying a red 
gasoline can near the yard. Later 
evidence, however, indicated the 
fire was not incendiary, as gates 
to the premises were intact and 
there were no indications of prowl- 
ers. 


Northeast Missouri Meet 


Harold E. Johnson, Nu-Way 
Lumber Co., Columbia, was elected 
president of the Northeast Missouri 
Lumbermen’s Association at its an- 
nual meeting November 12 at the 
Tiger hotel, Columbia. More than 
225 attended and heard an interest- 
ing program consisting of talks by 
J. D. Elgin, Dan R. Blount and 
Dave Livingston 


Hot Convention News! 


What's new in the dealer conven- 
tion season just ahead? New speak- 
ers, new types of do-it-yourself dem- 
onstrations and inspiring social 
events are on the program. Read tne 
details in American Lumberman’s 
next issue—January 11. 


December 


Sacramento Hoo-Hoo 
Elects Bob Adams 


Sacramento, Cailif., 
Club 109 recently 
meeting of the 1953-54 Hoo-Hoo 
year and elected Robert Adams 
president, Al Baltus, vice-presi- 
dent; C. D. LeMaster, secretary- 
treasurer, and Larry Derr, Jack 
Berry and Dick Markee, directors. 

Retiring president W. W. Blatt- 
ner was presented with a gift. Seth 
Porter and Bob Dawson of the 
Stockton Box Co. were hosts for 
the meeting. 


Hoo - Hoo 
held its first 


Middle Atlantic Institute 


The eighth annual Retail Lum- 
ber Institute, training program for 
the light construction industry, 
sponsored by the Middle Atlantic 
Lumbermen’s Association and the 
Extension Services of Pennsylvania 
State college, will be held January 
18 to February 12 at Ogontz Cen- 
ter, near Philadelphia, according to 
Charles M. Graff, assistant secre- 
tary-treasurer of the association, 
1528 Walnut St., Philadelphia. 


Vancouver Hoo-Hoo Club 
Aids B.C. Polio Therapy 


Vancouver Hoo-Hoo Club 48 ap- 
proved a $3,000 program to install 
television for therapy of polio pa- 
tients in the official rehabilitation 
center at Vancouver operated by 
the British Columbia Polio commit- 
tee. The 377 members and 72 kit- 
tens initiated at the general meet- 
ing and concatenation last month 
in the Hotel Vancouver voted to 
move into the public service field 
and install a $750 cable between 
the city’s commercial TV antenna 
and the center. At least five TV 
sets—-some equipped with reversed- 
image screens for iron lung pa- 
tients—are included in the project 
at $425 each. 

Secretary Gordon Douglas re- 
ported the project was selected af- 
ter several worthy ideas had been 
discussed. Visiting officer for the 
concat, Stuart C. Smith, Supreme 
Junior Hoo-Hoo, hugene, Ore., 
praised the project. 

A. F. “Sandy” McDonald, Su- 
preme Gurdon and member of the 
Nine, presented past-president lapel 
buttons to W. H. McLallen, retiring 
president of the club, and Howard 
DeCew. He presented the scroll of 
authority to Tom Ferris, Vicegerent 
Snark for Jurisdiction V. 

Past Grand Snark Arthur Geiger 
was a special guest at the banquet. 

New executives of Club 48 in- 
clude Cv Walsh, Dave Robson, Gor- 
don Douglas and Gordon Gibson, 
Douglas Allison, John Liersch, 


(continued on page 48) 
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Research Farm, Consolidated Products Co., Danville, lil., 
reports on chickens: “Extra profit of $3,000 annually from 
Thermopane-glazed solar broiler house. Five batches of 
birds in year instead of four in most houses. Producing 
broilers 5c a pound cheaper ... 50% saving in winter brood 


cost .. . much less feed consumption.” 


Results Prove It... 


Farm Thermopane Has A Big Sales Potential! 





Take a tip from these farmers and sell 
T hermopane* insulating glass to many, many 
others like them. TVhermopane offers real 
farm-profit advantages——greater produc- 
tion of milk, meat and eggs—-better animal 
health and growth—less building mainte- 
nance. 


Farm Thermopane has been especially de- 
veloped for farm buildings. It is made with 
sheet glass, not plate glass. Hence it costs 
less. It has a 146” blanket of dry air sealed 
between its two panes. Farm Thermopane 
comes in standard sizes for large, fixed win- 
dow units and for ventilating sash. 

Cleon Buck, Ulysses, Pa., who has Thermopane in his milkhouse and his Dairymen, poultrymen and hog raisers 
barn, says: “Wintertime warmth and daylighting are increased . . . no frost inside the 


oo" - peered are reading about Farm 7hermopane and its 
ildin intai eight the year around ... goo ayli in ° ‘ . 
ee setae ° se advantages in leading farm magazines. 

ma ° 


You can have other carefully planned 
help, too. Sales-producing newspaper mats 
are yours for the asking. There are book- 
lets to convert interested farmers into 
Thermopane buyers. 


For complete information, mail the 


coupon now, or get in touch with your 
Libbey Owens:‘Ford Distributor. *® 


Two Panes of Glass 





Blanket of dry air 
insulates window 





Howard Roach, Plainfield, lowa, tells about the benefits from Thermo- 
pane in his hog house: “With outside temperatures as much as 25 degrees below ede diel 
zero, and heat lamps as only source of artificial heat, inside temperatures haven't tagiend Seat? tees 
gone below freezing the past three winters... bedding is kept dry with minimum of oir dry end deen 
offensive odors.” 


Libbey-Owens-Ford Glass Company 
5123 Nicholas Building, Toledo 3, Ohio 
Please send me information about: (Check one or both) 


([] Form Thermopane and its uses. 


([] Thermopane's advantages for use in homes 
FIBER-GLASS INSULATING 


Name a 
(Please print) 
Other L-O-F Products: Plate Glass * Window Glass * Safety Glass Address 
Tuf-flex* Tempered Plate Glass * Vitrolite* Glass Paneling 


City Zone State 


BUILDING Propucts MERCHANDISER (To obtain more data on advertised products see page 41) 





MANUFACTURERS IN THE NEWS 





COLORIZER ASSOCIATES met in Philadelphia to preview the 1954 national 


advertising and promotion for Colorizer Paints 


Executives of the 13 paint 


manufacturers in the association attended and elected Robert O, Clark, Chi- 
cago, president; Barry York, Houston, vice-president; Robert S. Allison, Jr., 
Salt Lake City, reelected secretary-treasurer, and W. H. Sweney, Jr., St. Paul, 


named director at large. Clark said 


service tools” and other materials 


Weyerhaeuser Building 
New Mill Site Facilities 


Weyerhaeuser Timber Co. will 
construct new facilities at its mill 
site, Raymond, Wash., from the 
stacker through the dry kilns, un- 
stacker, planing mill and shipping 
shed, announced David M. Fisher, 
manager of the firm’s Willapa 
branch. 

Construction, which will start 
immediately, has been planned in 
such a manner that production will 
not be interrupted during the 
building period. When each new 
addition, constructed on a different 
site than the one in operation, is 
completed and goes into operation, 
the corresponding old one will be 
closed down and removed. ‘Mod- 
ernization changes will also allow 
the manufacture of a better prod- 
uct of greater value through im- 
proved planing mill and drying fa- 
cilities,” said Fisher. 

New units will include a 20-foot 
stacker, 10 single-ended dry kilns 
with cooling sheds, a 20-foot un- 
stacker, a round-dry shed with a 
dry sorter, new planing mill and 
new storage and shipping shed. 
Cranes 100 feet wide will be in- 
stalled. 

It is estimated the new dry kilns 
will enable Weyerhaeuser’s Willapa 
branch to dry 30 million board feet 
per year. The new planing mill will 
surface 90% of the rough lumber 
preduced there. 


Red Cedar Shingle Bureau 


Holds 37th Annual 


The 37th annual meeting of the 
Red Cedar Shingle Bureau was held 
in the Olympic hotel, Seattle, De- 
cember 4. It was the first annual 
meeting of the bureau since Virgil 
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1954 promotion will be heavily slanted 
toward the do-it-yourself market and 
choice. Colorizer’s plans will include wide use of such dealer helps as 


increasing demand for wider color 
“color 


Peterson became secretary-manag- 
er, succeeding W. W. Woodbridge, 
who retired earlier this year. 

The 236 members heard Allan 
E. Brockbank, Salt Lake City, one 
of the country’s most active home 
builders and immediate past pres- 
ident of the National Association 
of Home Builders, describe large 
vistas of opportunity for home 
builders and building material pro- 
ducers. He pointed out that by far 
the largest numbers of homes are 
constructed by small builders who 
erect one to four homes per year 
and whose source of supply for 
building materials is the retail lum- 
ber dealer. 

President Earl Wasser presided 
at the meeting. Secretary-manager 
Peterson recognized a number of 
important shingle’ distributors 
present who had traveled across 
the country to attend. Peterson 
advocated that the members spend 
2° to 3% of gross sales for ad- 








NEW 25-YEAR CLUB MEMBERS of Wood Conversion Company this 
were honored at the group’s annual 





meeting in Duluth. 


vertising and promotion. This sub- 
ject was enlarged upon by J. A. 
McCrory, chairman of the bureau 
advertising committee. He pointed 
with shame to the far less than 1% 
that the average shingle manufac- 
turer spends to insure his markets. 

All officers and directors of the 
bureau were reelected and the by- 
laws were amended to add two 
board members. They are C. G. 
Watson and Roger Boyd. 


Ruberoid Elects 


Woodward President 


Directors of The Ruberoid Co. 
elected Stanley Woodward to the 
presidency of 
the company, 
effective Janu- 
ary 1. Herbert 
Abraham was 
elected to the 
newly - created 
post of chair- 
man of the 
board. 

Woodward, 
now executive 
vice - president 
has been with Ruberoid for 25 
years. He was vice-president in 
charge of the southern division, 
at Baltimore, until 1950. He was 
vice-president of the Continental 
Roofing & Manufacturing Co., Bal- 
timore and Mobile, which he helped 
organize in 1922 and which was ac- 
acquired by Ruberoid in 1928. He 
has been connected with the build- 
ing material industry all his work- 
ing life. 

The Ruberoid Co. 
plants. 


Woodward 


operates 16 


Hummel Reelected 


R. A. Hummell, chairman of the 
Lone Star Cement Corp., New 
York, was reelected chairman of 
the board of the Portland Cement 
Association at its recent meeting 
in Chicago. 


year 
The club’s total 


membership is now 59. R. W. Howard, Chicago, retiring president of the club, 


is handing the gavel to new president A 
Other new officers are 


plant, Cloquet. 
quet, treasurer; L. N. Harrison, St. 
St. Paul, secretary. 


O. Anderson of the Wood Conversion 


left to right, Robert Ridlington, Clo- 
Paul, vice-president, and Myrtle Hjelm, 
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Hew Insulite Shingle Backer system 


il mobectas comnnt shingled walls! 


"Hore are 5 new ways 





INSULITE’S PROGRAM was named winner of the Direct Mail Advertising 
Association’s “Best of Industry” award for 1953. It was Insulite’s first entry 
in the competition and direct mail material and services for dealers played 


an important role in the program. 


It included do-it-yourself folders, litera- 


ture, enclosures and booklets for both consumer and builder trade to gain 


prospects and help dealers develop sales. 
includes regular mailings to nearly 100,000 builders and more than 


lumber dealers. 


Evans Opens Three 
New Sales Offices 


Three regional offices to facili- 
tate handling its plywood sales 
have been opened by the Evans 
Products Company’s Wood Prod- 
ucts division, announced W. J. 
Ritchie, general sales manager of 
the division. 

“The opening of new offices will 
enable us to give our customers 
better, faster service,” Ritchie said. 
“We will be in a better position 
than ever to meet customer needs 
at the regional level. All sales, 
under the new set-up, will be co- 
ordinated through our general sales 
offices in Plymouth, Mich.” 

The Chicago office at 332 South 
Michigan Ave. will be headed by 
Roger Ryden. The New York office 
to serve customers in the north- 
east will be under the supervision 
of Leonard Laundergan at 516 
Fifth Ave. A southeast office will 
be established by W. M. McArthur. 
Jerry Extra, assistant sales man- 
ager, will continue to head west 
coast sales activities from Coos 
Bay. 

The Evans Products Co. lumber 
and plywood mills are at Coos Bav 
and Roseburg, Ore., and Vancou- 
ver, B.C. 


“C. A.” Lyford Dies 


Charles Albert Lyford, 71, dean 
of the timber management and 
valuation profession on the Pacific 
coast, died recently on a business 
trip to Vancouver from his Seattle 
home. “C. A.,”’ as he was familiar- 
ly known, managed James D. Lacey 
& Co., Seattle, timber factors with 
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Insulite’s direct mail program 
27,000 


Chicago headquarters. In his long 
career on the west coast, Lyford 
was in contact with nearly all the 
large timber owners and was held 
in the highest regard in the trades 
of timber cruising, appraising and 
management. 

He leaves his wife, a daughter, 
three sons—one of whom, Albert, 
succeeds to the management of the 
business after long association 
with his father, and two brothers, 
Percy and Frederick. 





J. T. Mengel Heads 
Veneer Association 


The Veneer Association held its 
2ist annual meeting recently to 
elect 1954 of- 
ficers and direc- 
tors, review cur- 
rent activities 
and outline pro- 
motion plans. 
Many of _ the 
members saw 
for the first time 
their newly re- 
located head- 
quarters in Chi- 
cago’s American Furniture Mart. 

Elected were J. T. Mengel, pres- 
ident; Juel Lee, vice-president; 
Bice A. Roth, secretary-treasurer, 
and Burdett Green, executive vice- 
president. Reelected directors were 
William F. Ashby, J. J. Egan, Rob- 
ert N. Hartzell, Bice Roth, Richard 
K. Stem and Robert P. Thompson. 

Nine new directors are L. H. 
Bayens, T. J. Connelly, Bernard O. 
Gerrish, Juel Lee, William O. Linn, 
N. M. McInnis, Jr., F. L. Montgom- 
ery, F. L. Stork and Burton F. 
Swain. 

Mengel succeeded J. F. Mertes, 
who was president two years. The 
meeting heard a report on the FTC 
hearings on proposed trade prac- 
tice rules in the television industry, 
which were of interest to manu- 
facturers of fine cabinet woods. 
The Veneer Association has taken 
a stand for proper advertising, la- 
beling and describing of TV cab- 
inets, furniture, etc. 





J. T. Mengel 


Grand Traverse Opens New Marysville Warehouse 


Grand Traverse £  s Co. has 
opened a new warehuuse at Marys- 
ville, Mich., to serve Michigan, 
Ohio and Indiana. It will be used 
in addition to the existing ware- 
house at Suttons Bay, Mich. The 
new unit will handle birch ply- 






































ae 


wood, birch door panels, fir ply- 
wood and gum plywood. 

Ron Rose, who has been associ- 
ated with W. R. Braund, Grand 
Traverse president, in his opera- 
ations for some time, is in charge 
of the Marysville warehouse. 





Among 
personnel, 


other Grand Traverse 
Robert Mollison has 


been named New England repre- 
sentative for the full line of Grand 
Traverse Sales Co. His headquar- 
ters will be Annisquam, Mass. He 
was formerly with Atlas Plywood 








Co. Braund has appointed George 
H. Dierick his assistant at Birm- 
ingham. Dierick has been in the 
government 18 years, serving with 
the FBI, Housing Authority and as 
a congressional secretary. 

(continued on page 34) 
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Inland Red Cedar Frames 
Available to Industry 


Door and window frames of in- 
land red cedar are now available, 
announced Pack River Sales Co., 
Spokane. They are being manufac- 
tured by Northwest Timber Co., 
Gibbs, Ida. Increased demand for 
wood frames and no corresponding 
increase in the production of pine 
shop lumber made it necessary to 
utilize another species. 

“Inland red ceda~ is a natural 
for the purpose because of its fine 
qualities of stability and durabil- 
ity,”” reports W. F. Stewart, Pack 
River sales manager. ‘“‘Cedar which 
grows in the inland empire is at 
high altitudes and receives less 
moisture. Consequently, growth 
rings are narrower and tighter, 
making a strong wood and one 
which in drying has less tendency 
to check or develop defects.” 

Inland red cedar is completely 
non-resinous, takes paints, stains 
or varnishes more readily than the 
pines and grips them firmly; it is 
extremely resistant to decay, even 
when exposed to weather without 
protective covering. It is one of the 
finest of wood insulators. 

Good nailing qualities and light 
weight, leading to ease of handling 
on the job, speed construction time 
and cut installation costs. 


Complete Amerock Line 


“Modern as Tomorrow” 
The complete Amerock line of 


the American Cabinet Hardware 
Corp., Rockford, Ill., for 1954 will 
include ‘modern as_ tomorrow” 
matched cabinet hardware patterns 
in chromium, brass and bronze fin- 
ishes. 

Its new model, the Magnetic Co- 
lonial bar latch is a blending of old 
colonial charm with modern mag- 


Amerock Stratoline Design 


netic power, which looks like au- 
thentic colonial cabinet bar latch 
yet closes doors and holds them 
with magnetic power. The high- 
powered Alnico No. 5 magnet with 
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floating action will last a lifetime 
and is easy to install on old or new 
cabinets. 

This new magnetic bar latch re- 
tails for $1.25 in colonial black fin- 
ish and $1.35 in antique copper; it 
is available for flush or *4” offset 
doors. Amerock also offers com- 
panion items of pulls, knobs, hinges 
and catches in matching colonial 
design. 

The Amerock “stratoline” design 
is also for modern cabinets and 
can be supplied in polished chrom- 
ium, with or without colored ac- 
cent. 


Manufacturers Announce 


Mastic Tile Corp. of America has 
announced several new sales ap- 
pointments: Garry F. Farmer was 
named sales manager of its mid- 
west division, Joliet, handling 17 
states, and Charles W. Kroschell 
was named assistant; Harry H. 
Liggett was assigned Oregon sales- 
man under I. G. Rivers, western 
division manager; James H Bux- 
baum will handle Arkansas, north- 
ern Mississippi, eastern Tennessee 
and eastern Kentucky out of Mem- 
phis; Frank E. Hall will work the 
Dakotas, western Wisconsin and 
Minnesota out of St. Paul; Leonard 
V. Rich represents the Chicago 
area and Ray C. Seitz will handle 
Mastic Tile products in the Caro- 
linas, announced Carl Resnikoff, 
vice-president in charge of sales. 

Greenlee Bros. & Co., Rockford, 
Ill., announces the election of R. d. 
Samuelson as_ vice-president in 
charge of sales at a recent direc- 
ters’ meeting. He has been with 
Greenlee 33 years, the past 10 as 
sales manager of the tool division. 
A. W. Hawkinson was named west- 
ern sales manager and R. W. Stev- 
enson eastern manager. 


Samuelson VanV'oten 


Kyanize Paints, Inc., has named 
J. VanVioten general sales man- 
ager of the compiny, announced 
Renshaw Smith, Jr., executive vice- 
president and general manager. In 
the move to define departmental 
respensibilities, VanVloten reports 
directly to Smith and is responsible 
for all functions of the sales de- 
partments. VanVloten is a career 
man with Kyanize, working up 
from salesman. J. Edward Healey, 
veteran sales department execu- 
tive, becomes assistant general 
sales manager .. . Renshaw Smith, 
Jr., recently appeared on WBZ-TV, 


Boston, to speak on “Color—the 
Magic Word,” explaining new 
trends in the paint industry. 


S. S. Auchincloss, president, De- 
Walt, Inc., announced the appoint- 
ments of new district sales man- 
agers in five areas to represent the 
manufacturer of woodworking ma- 
chinery. Charles W. Snyder will 
handle Delaware, New Jersey south 
of Trenton and Pennsylvania east 
of Lewistown; he started in De- 
Walt’s service department in 1939. 
Thomas M. Geraghty will manage 


Geraghty 


Bergen Wilson 
district sales in West Virginia, 13 
counties of eastern Kentucky and 
Pennsylvania west of Lewistown. 
Robert H. Bergen handles the New 
England states except Connecticut. 
Robert A. Wilson was assigned 
New York state west of Ithaca. 
C. E. Disher was named regional 
and district sales manager for De- 
Walt Canada Ltd., out of Van- 
couver. 


Certain - teed Products Corp., 
Ardmore, Penna., has advanced 
Herbert D. Ohm to sales manager 
of its Dallas sales district, an- 
nounced Malcolm Meyer, vice-pres- 
ident in charge of sales. 


Rockwood Manufacturing Co., 
which recently opened the new 
building adjacent to its factory in 


Pennsylvania, announces produc- 
tion of builders’ hardware in the 
plant addition has surpassed ex- 
pectations. Plant and office space 
were doubled and representatives 
of distributors over the country 
were present opening day to see 
the expansion which equips Rock- 
wood to handle increased polishing 
and plating activities. 

(continued on page 52) 
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HE KNOWS HOW TO SELL IT, but 
Jack D. Mackay was flown to Georgia- 
Pacific’s plywood plant at Olympia, 
Wash., to see how it’s made and pick 
up his first prize in the recent fir 





plywood sales contest of a $5,000 
round-the-world flight for himself 
and wife. G-P’s Jersey sales champ 
watches a hot press bond 


Georgia-Pacific Salesman Wins Plywood Contest 


Jack D. Mackay, Haddon Heights, N.J., 32-year-old veteran who lost 
part of his right hand in World War II and started selling when he could- 
n’t return to his machinist’s trade, is the country’s number one plywood 


salesman. 


Mackay, who is employed by Georgia-Pacific Plywood Co. out of its 
Philadelphia warehouse, won the grand prize, 30-day, round-the-world 


Pan American flight for himself 
and wife and also won a $1,000 re- 
gional prize. At one point in the 
contest, Mackay resorted to “‘push- 
cart” selling carrying his wares 
to dealers on a rented truck. But 
it paid off and the winner led 
1,571 competitors in the contest 
for warehouse salesmen serving 
the 27,000 retail lumber dealers. 

Mackay’s total sales during the 
contest were 748,563 feet of fir 
plywood. 


Anouncement of the winner was. 


made in Tacoma by E. W. Daniels, 
chairman of the fir plywood indus- 
try promotion committee and di- 
rector of sales for Harbor Ply- 
wood Corp., Aberdeen. The contest 
pushed plywood sales up from a 
severe midsummer slump to an all- 
time record high. 

The competition covered out-of- 
warehouse sales to retailers only 
and points were awarded for per- 
centage coverage of retail calls on 
each salesman’s list. On this, a 
salesman cculd sell 100% of the 
retailers on his call list and make 
a higher score than a salesman who 
sold more plywood but sold only 
a portion of his retailers. 


Orders Rocket to Record High 

The contest was the first ever 
developed to spark sales of fir ply- 
wood to the lumber dealers. It was 
sponsored by the Douglas Fir Ply- 
wood Association, Tacoma, and was 
open to all 4,000 salesmen selling 
for plywood distributors. The in- 
dustry saw orders rocket from a 
low of 45,000,000 feet a week to a 
high of 115,000,000 for the closing 
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WINNER JACK MACKAY accepting 
his Sales Achievement award from 
E. W. Daniels, right, chairman of 
the plywood promotion contest com 
mittee; Gen. Pick, center, watches 


week. Sales had never before ex- 
ceeded 85 million feet in any 7-day 
period. 

Orders averaged 71 million feet 
a week, against 54 million in the 
1952 period. Fir plywood sales for 
the year are now 20° above the 
1952 record year. 

When Mackay’s first selling 
chance came with Georgia-Pacific, 
he found opening up the south Jer- 
sey territory, then new in plywood, 
a rough road. But in the contest, 
Mackay sold more than twice as 
much fir plywood in September-Oc- 
tober as in the same period of 1952 
Of the 168 dealers in his territory, 
the champ wrote up sales to 152. 
He got his dealers to stock both 
exterior and interior panels to 





Prefer Personal Call 

Retail lumber dealers want 
wholesale salesmen to call on 
them regularly, a sampling of 
lumber yards in the Wash- 
ington, D.C. area showed. Fol- 
lowing are the results of a 
cross-section survey: 

1. Do you want salesmen to 
make personal calls on 
you? 

A. Yes 100%. 

How often? 

A. Every two weeks 
40%. 

Every week 
Every month 
No limit 10. 

How long should a call 

last? 

A. 15 minutes 80°,. 
Up to two hours, if 
not busy-—10% 

No limit —10%. 

Do you object to selling 

by phone? 

A. No 90°) (most 
thought it was a 
good, time - saving 
idea) 

Yes—10%. 

What time of day do you 

prefer to have the sales- 

men call'on you? 

A. Makes no difference 

5O% 
Mornings. 40% 
Afternoons—-10% 

Of these three factors 

(a) price and quality, (b) 

company, and (c) sales- 

man, what is the top fac- 
tor in your placing an 
order ? 

A. Price and quality 
80%. 

Company~— 10% 
Salesman...10% 


30%. 


20%. 











amass a tota! of 808,718 contest 
points. 
Knows His Customers 

The winning salesman, who was 
wounded by an anti-tank shell and 
hospitalized 18 months, claims he 
keeps a “mental data book’ on 
each customer's likes and dislikes, 
interests and hobbies. He attrib- 
utes his success to the service 
which he and his company per- 
form. 

Alertness dictated that this sales- 
man’s salesman rent the truck in 
the last lap of the contest to make 
sure that invoices were recorded 
to clinch last-minute sales. Along 
the way, he sold a dozen jags of 
plywood right from the truck to 
dealers he’d previously been unable 
to corral as customers. 

The other top ten national win- 
ners, and prizes, were: 

2. Warren L, Crouse, $1,560, em- 
ployer: Forest Products, Inc., New- 
ark 

3. John Wilson, $750, 
Wholesalers, Inc., Toledo, 

4. Neil Woloshin, $375, Industrial 
Plywood Co., Jamaica, N. Y. 

5. Douglas Purcell, $200, Asso- 

(continued on page 53) 
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THE LUMBER MARKET 


Boeing Sells Hemlock, 
Cedar Holdings 


A hefty but undisclosed number 
of millions of feet of hemlock and 
cedar owned by W. E. Boeing, Se- 
attle pioneer aircraft builder, has 
recently been bought by the West 
Coast Plywood Co. of Hoquiam. 

Both the W. E. Boeing office and 
A. R. Wuest, president of the 
company, confirmed the deal but 
declined to disclose the footage in- 
volved. 

Wuest said it cost the company 
“in the neighborhood of $231,000.” 

The timber consists of 12 scat, 
tered tracts situated in Jefferson, 
Clallam and Grays Harbor coun- 
ties. 

It has been a possession of the 
Boeing family 30 years or more. 


Simpson Quits 
Mercantile Firm 


The Simpson Logging Co. an- 
nounced it has disposed of its 58- 
year owner interest in the Lum- 
bermen’s Mercantile Co. of Shel- 
ton, Wash. 

Simpson said it exchanged its 
stock interest in L.M. for ware- 
house facilities in Shelton, and 
that Simpson owners no longer 
will participate in the mercantile 
firm. T. C. Rowe, Shelton, is pres- 
ident of L. M. 

The transaction ended an owner- 
interest which began when the two 
companies were founded by the 
late Sol G. Simpson and associates 
in 1885. The L. M. operates gen- 
eral-merchandise stores in Shelton 
and McCleary, Grays Harbor coun- 
ty, and building materials stores 
in Olympia and Seattle. 


improved Market 
in Seattle Area 


There are several bright spots 
in the market picture as Christ- 
mas nears. Fir and hemlock mills 
are strongly resisting lower prices 
with the result that they are prac- 
tically vnchanged. Hemlock for 
export has firmed. There is con- 
siderable belief that the bottom 
of the market has been reached. 
Some speculative buying for deliv- 
ery after Dec. 20 is being done. 

Export, which was in the dol- 
drums all fall, has been brought 
to life by large orders from U.K., 
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Accent on Improvements 


Dusting off an old survey — 
conducted in 1938 by the Archi- 
tectural Forum — the National 
Lumber Manufacturers Assn. re- 
cently found that the families 
polled that year showed little in- 
terest in the kind of improvement 
work that is now transforming 
millions of homes. 

In fact, 48.2% of those invited 
to complain about their houses in 
1938 had no objections whatever! 
Only 2.7% felt their houses were 
not modern. Only 1% complained 
about lack of closet space. The 
largest group of complaints came 
from those who said their houses 
needed general repairs — 10.3% — 
and those who said their houses 
were too small——-7%. 

In contrast to that period, the 
NLMA cites Federal Reserve 
Board figures showing that nearly 
two out of every three home-own- 
ing nonfarm families during the 
past five years have actually car- 
ried out improvements and re- 
pairs, 











South Africa, Australia and con- 
siderable buying from Japan. Pa- 
cific northwest mills able to han- 
dle export specifications find them- 
selves booked through February. 
Plywood continues very active. Log 
prices in all districts have ad- 
vanced two to four dollars. The 
Japanese are trying to buy hem- 
lock logs for pulp. A shortage of 
good cedar lumber logs is helping 
to firm cedar lumber prices. 2x6 
and 2x4 green fir dimension has 
had a good call but not at the 
same time. Supply of green hem- 
lock lumber is scarce. 

The shingle market is weak. One 
estimate places production at 
about 50% of capacity. Strongest 
item is No. 2 perfections which 
are hard to find and hence in 
strong demand. In the lumber ce- 
dar market one-half by six beveled 
siding and clear and “A” items in 
one-half by four are firming. 10- 
inch clear bungalow siding also is 
quoted higher on new lists. How- 
ever cedar prices are about $10 
below figures of a year ago. 

Pine and spruce prices remain 
steady but tend to get firmer as 
air dried stocks become exhausted 
and more KD stvff comes into the 
market. The B.C. strike affecting 
spruce mills has extended to in- 
clude the south district centering 
on Kamloops. Many orders from 
struck mills were shifted to other 
plants and so much was available 
that prices have not advanced. 


Mill Inventories 
High at Tacoma 


Advent of Christmas time finds 
the usual holiday quiet prevailing 
ing in the lumber industry in the 
Tacoma area. This in itself is not 
unusual, but, added to the gener- 
ally weak market condition that 
has existed for several months, it 
is a further contribution to an 
unsatisfactory situation as far as 
manufacturers and _ wholesalers 
are concerned. 


Production has been going ahead 
steadily and so mill inventories are 
high. On the other hand, inquiries 
and orders definitely are down. 
Smaller concerns are feeling the 
pressure much more than are the 
larger companies. 


The Weyerhaeuser Timber Com- 
pany has announced plans for 
modernizing its plant at Raymond. 
Willapa Harbor manager David M. 
Fisher said new units to be built 
will include a 20-foot stacker, 10 
single-ended dry kilns with cool- 
ing sheds, a 20-foot unstacker, a 
rough dry shed with a dry sorter, 
new planing mill and new storage 
and shipping shed. 

Cranes 100 feet wide will be in- 
stalled in both the rough dry stor- 
age shed and the shipping shed. 
Fisher estimates that the new dry 
kilns will enable the branch to dry 
30 million board feet per year. 

Waterborne lumber shipments 
from Tacoma have been holding up 
fairly well during the past fort- 
night. Cargoes have included one 
of 3,000,000 feet from Shaffer Ter- 
minals on the Palantic Steamship 
Company’s Chian Trader destined 
for the north Atlantic coast; a 
cargo of piling loaded by the Mat- 
tawunga for delivery to the Orient; 
700,000 feet from the St. Paul & 
Tacoma Lumber Company’s dock 
on board Pope & Talbot’s Builder 
for the east coast. The American 
Mail Line’s Island Mail loaded 100,- 
000 feet of cottonwood logs for 
Japan. 


Recent Floods Serious 
in Northern California 


San Francisco — Floods at Eu- 
reka and other logging centers in 
northern California have stopped 
delivery of most lumber coming out 
of California and dealers have be- 
gun turning to Oregon where they 
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are buying specifieds rather than 
run of the mill. 

Most of the mills in northern 
California went down around De- 
cember 11 and will remain shut 
until after the first of the year. 

“The weather was so bad at Eu- 
reka and other nearby points,” ac- 
cording to Bill McCubbin of Cord 
Lumber Co., “that fully loaded 
trucks were just standing in mud 
up to the frame and couldn’t leave 
the mills.” 

The floods helped to firm-up 
prices but have not yet resulted in 
any price boosts. Several weeks 
ago the delivery price on 2x4 and 
better Douglas fir was $70. The 
market price is now $73 and some 
are getting as high as $75. Regu- 
lars, 2x4, 2x6 and studs are selling 
best at the moment. 

Most reports indicate a good vol- 
ume in Douglas fir and a slight 
strengthening of activity in pine 
hoards. It’s impossible to buy 2x4’s 
in load lots, according to some in- 
dustry spokesmen. With retailers’ 
inventories low, most of the lum- 
ber now being sold is going direct- 
ly into contract jobs. 

Wholesalers report that Novem- 
ber was an “excellent” month as 
against the same period last year. 
Whether the firming up of the mar- 
ket will continue into the new 
new year, however, appears to be 
“anyone’s guess.” 

Jim Farley, of Pacific Lumber 
Company at San Francisco, reports 
“the market has never been really 
bad for us, except for low grade 
common which is hard to get rid 
of.” 

Farley feels, however, that peo- 
ple in the industry are taking a 
more optimistic tone and believe 
that next year will be good. Sales- 
men continue to be able to sell 
faster than the mills can produce. 

The 19 companies reporting to 
to the California Redwood Associ- 
ation indicate a “high” year for 
1953. Redwood shipments in Oc- 
tober totaled 47,781 and for the 
10 months to date 422,066 as com- 
pared with 392,277 in the same 10 
months of 1952. 


Expect Firm Prices 
In Southwest Market 


Kansas City—The southwestern 
lumber market displayed consider- 
able stability in recent weeks and 
with the advent of the rainy season 
plus the cold, the trade is looking 
for some firmness in prices. The 
belief that prices will improve a lit- 
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tle is based on the fact that inven- 
tories in the hands of retailers and 
wholesalers are very low. 

A great deal of lumber has been 
moving by truck to retailers in re- 
cent weeks, a further evidence that 
prompt shipment is essential to 
meet job orders of retailers. The 
line yards have been buying spar- 
ingly all year and the program has 
been, generally speaking, to let 
stocks run down. 

Mills also have resorted to re- 
duced operations and have not 
built up a heavy inventory. Norm- 
ally mills go into the winter season 
with a fair assortment of stocks, 
but this year the big mills have 
not increased their stocks as much 
as they normally would. Any open 
building weather early in 1954 will 
result in a scramble for lumber 
and this very well can be expected, 
some lumbermen say. 

Lumber aales in the Tenth Fed- 
eral Reserve District (seven states) 
in October were 35% under the like 
1952 period and the 10-month cum- 
ulative total was down 19%. 

The holiday interruptions and 
inventory-taking period normally 
slows the lumber business in De- 
cember and there are reports the 
trade may start taking inventory 
sooner than usual this year. 

A check of price lists shows lit- 
tle if any change in the last month. 
Some price concessions are report- 
ed by various mills which may have 
a surplus of an item and want to 
bring such stocks into better re- 
lations with the overall total. 

On kiln-dried boards, the No. 2 
grades, 1x6’s were priced at $80 
to $82 a thousand on the west side 
of the Mississippi River. The 1 by 
8’s were bringing $83 to $85. Air- 
dried stock on the east side was $2 
to $5 a thousand lower than the 
going price on the west side. 

Dimension lumber was $75 to $80 
for 2 by 4’s; $83 to $85 for 2 by 
6’s; $90 for 2 by 10’s and $95 for 
2 by 12’s. 


Shipments Nationally 
4.6% Below Production 


Lumber shipments of 516 mills 
reporting to the National Lumber 
Trade Barometer were 4.6% below 
production for the week ending 
Decenber 5, 153. In the same 
week new orders of these mills 
were 3.8% below production. Un- 
filled orders of the reporting mills 
amounted to 30% of stocks. For 
the reporting softwood mills un- 
filled orders were equivalent to 18 
days’ production at the current 


rate, and gross stocks were equi- 
valent to 60 days’ production. 

For the year to date, shipments 
of reporting identical mills were 
1.7% above production; new or- 
ders were 0.7% above production. 

Compared to the average corre- 
sponding week in 1935-1939, pro- 
duction of the reporting mills was 
91.9% above; shipments were 
78.5% above; new orders were 
67.6% above. Compared to the 
corresponding week in 1952, pro- 
duction of reporting mills was 
1.2% below; shipments were 6.4% 
below, and new orders were 0.9% 
below. 


Western Pine Output 
Above Last Year 


Production of western pine lum- 
ber and associated species for the 
week ended December 5, was above 
the corresponding week a year ago. 
Output was 67,729,000 feet as com- 
pared to 60,076,000 in 1952, the 
Western Pine Association reported, 
based on information from 116 
mills. 

Orders totaled 62,529,000 feet, 
compared with 63,301,000 the pre- 
ceding week and 65,046,000 the 
corresponding week a year ago. 
Similar comparisons of shipments 
are 66,098,000, 57,178,000 and 67,- 
729,000 feet. 

This week shipments were 2.4% 
and orders were 7.7% below pro- 
duction. Orders were 5.4% below 
shipments. Weekly averages for 
the three preceding years are: or- 
ders, 67,949,000; shipments, 63,- 
002,000; and production, 57,622,- 
0600 feet. 


Southern Pine Orders 
24.8% Below Last Year 


Orders for southern pine lumber 
decreased for the week ended De- 
cember 5 and orders on hand were 
24.8% below the similar period in 
1952, according to figures released 
by the Southern Pine Association 
covering 119 mills. 

Orders received totaled 13,458,- 
000 feet compared with 14,493,000 
the preceding week and 14,266,000 
the corresponding week a year ago. 
Similar comparisons of shipments 
are 16,188,000, 14,985,000 and 17,- 
252,000 and for production 18,251,- 
000, 16,654,000 and 18,497,000 feet. 

Expressed in percentages from 
the preceding week orders were 
off 5.6%, shipments were up 8.3% 
and production was increased by 
9.5%. 
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Lumber Prices at Press-Time 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received, The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine. 


DOUGLAS FIR 


Vertical Grain Flooring 
B&Btr Cc D 
ash. ww 165.00 155.00 100.00 
Flat Grain Flooring 
. 130.00 
155.00 


125.00 80.00 
130.00 105.00 


Drop Siding 


1x6 (Pat. #106) 155.00 
1x6 (Pat. #116) 155.00 


Celling 


MME cccccvsicrvosneeee. tee 60.00 
125 120.00 80.00 
Boards and Shiplap and 2” (Green) 
1x6 1x8 1x10 
No. eeenen 59.00 658.00 
No. euvcoeee 53.00 63.00 
No. 46.00 44.00 


No. 1 Dimension 
13’ 16° 
2x 4 62.00 i 64.00 
2x 6 61.00 62.00 
2x 8 63.00 69.00 
2x10 61.00 63.00 61.00 
2x12 61.00 69.00 69.00 


No, 2 Dimension 
2x 4 57.00 57.00 59.00 569.00 
2x 6 66.00 00 67.00 58.00 
2x 8 68.00 57.00 54.00 
2x10 56.00 568.00 56.00 
2x12 66.00 654.00 64.00 
No. 3 Dimension R/L 
2x 4 
2x 6 
2x 8 
2x10 
2x12 prateee 
(Add $10-12 for dry lumber) 


150.00 95.00 
150.00 90.00 





RED CEDAR SHINGLES 


Royals 

No. 1 24” 2 13.00-13.25 
No. 2 2 y 6.25 
No. 3 2 2 3.85-4.00 

Perfections 
9.75-10.00 
4.65 
3.60-3.75 


8.35-8.50 
4.65 


3.75 





WESTERN RED CEDAR 


Prices for red cedar siding tn mixed 
ears, new bundling, @ to 16 are: 
Beveled Siding, \~ Inch 

Clear “A” pe 

‘x4 inch S000 75.00 45.00 

x5 inch S000 75.00 65.00 
‘6x6 Inch 100.00 95.00 80.00 
‘x8 inch 120.00 115.00 80.00 


Clear Bungalow Siding, % Inch 
8 inch -+++165.00 160.00 


10 inch 180.00 175,00 
12 inch 190.00 185.00 
Finish B and Btr. S2 or 48, 
® to 10 or Rough 
OD cs cconey oe s8ee.60 
Sa a6 VaETErT: 
BRED over a late bie: a'e. Ge Oe 
Celling or Flooring B and Btr, 9-16 
D 
an.00 
95.00 
20° odd 


120.90 
155.00 


150.00 


115.00 
Discount on mouldings 620° - 
lengths. 
Series 8,000 
Tdisting under 4.00—list plus 25% 
Listing 4.00 and over—list plus 35% 
Clear Lattice, 5/16” x 1%,"—23' to 18 
100 lin. ft. .. 1.50 


38 


WESTERN PINES 
Ponderosa Pine 


5/4 RW 


and 
4/4 RW 6/4 RW 8/4 RW 
250.00 255.00 265.00 


Selects 

28 or 48 
C&Btr RL 

Shop, 82s 
= vo. No. 2 
5/4 e ‘ 110.00 
6/4 ‘ ‘ 110.00 


2&Btr. 
120.00 
1x12 RL 120.00 
Idaho White Pine 
Selects S2 or 48 
1x4 
C&Btr RL 265.00 
D RL .....225.00 
Commons, 82 or 48 
No. 1 No. 2 No. 3 
155.00 143.00 98.00 
184.00 149.00 98.00 
Sugar Pine Sohoste 38 r 48 
/ /4R 
B&Btr RL 260.00 o78 00 
C RL ....-.365.00 270.00 
225.00 240.00 


6/4 RW 
280.00 
275.00 
240.00 


No. 1 No. 2 
157.00 
157.00 


2 No, 3 
125.00 80.00 


125.00 80.00 


OAK FLOORING 


Clear Pin #x24% #x1% Y%x2 
W hite 185.00 155.00 170.00 
Red 187.00 165.00 170.00 

Sel. Plain 
White 173.00 
Red 176.00 

#1 Com, 

White 153.00 
Red 155.00 
#2 Com, 


Pin. White 
& Red 107.00 70.00 75.00 





Y4x1\y% 
155.00 
155.00 


145.00 
150.00 


160.00 
160.00 


140.00 


130,00 140.00 


115.00 80.00 90.00 
F.0O.B. Memphis mills 





SOUTHERN PINE 


Vertical Grain Flooring 
B&Btr. S 
220.00 210.00 
Flat Grain Flooring 
Ix4 Sap 170.00 
1x6 j . 175.00 
Drop Siding 
1x6 (Pat. #106) 175.00 165.00 
1x6 (Pat. #116) 175.00 165.00 
Roards & Shiplap 


1x6 1x8 1x10 
No. 1 ...99.00 102.00 112.00 

No, 2 72.00 76.00 76.00 R2.00 
No. 3 58.00 63.00 62.00 62.00 


Ix4 Heart 170.00 


160.00 
165.00 


176.00 
125.00 


No. 1 Dimenston 
12° 14’ 16° 18° 20 
» { 90.00 81.00 93.00 103.00 
a 90.00 629.00 90.00 9o.00 
R af.00 92.00 92.00 1038.00 
' 100.00 101.00 100.00 113.00 


x 
x 
x 
x 
x 116.00 116.00 110.00 120.00 


2x1 
2x12 
No. 2 Dimension 

x 4 £32.00 £4.00 > 96.00 
x 6 75.00 75.00 5 87.00 
x & 72.00 74.00 83.00 
x10 £4.00 6.00 938.00 
2x12 §1.00 81.00 98.00 


9 
° 
” 

” 
, 


No. 3 Dimension R/I 


oo 
oo 
00 
55.00 
2 beer 55.00 


x 4 
2x & 
2x 8 
x10 
x12 


1 
2x1 


REDWOOD 


Bevel Siding 


yx .G. Clear 
Vax .G. Clear 
+, Clear 

.G. Clear 

V.G. Clear 

. Clear 

. Clear 


Heart. . 
Heart 
Heart. 
Heart 
Heart 
ON, ee 
Heart... 
Heart. 
G. Heart 
¥%x12 V.G. Clear All Heart 
Note: A grade V.G. Redwood Siding 
$5.00 less for “%, % and % in above sizes. 


Anzac Siding 


1x10 V.G. Clear All Heart 4 
1x12 V.G. Clear All Heart 25 
Note: Deduct $15.00 for A Grade. 


Finish 


ix 4 Clear Heart S4S........ 
ix 6 Clear Heart S845 
1x 8 Clear Heart S4S....... 
1x10 Clear Heart S48 
1x12 Clear Heart S48 


Note: A Grade 1x4, 1x6, 1x8 
$10. 1x10 and 1x12 deduct $15. 





WESTERN HEMLOCK 


Vertical Grain Flooring 


B&Btr. D 
100.00 


Flat Grain Flooring 


75.00 
100.00 


1x6 (Pat. e y 95.00 
1x6 (Pat. . ‘ 95.00 


Ceiling 
%x4 ‘ 70.00 
Ix4 y Sree eee -125 h-11% 90.00 


Boards and Shiplap 
2” (Dry) 


No. 
No. 
No. 


No. 1 Dimension 
12’ 14’ 
2x 63.00 63.00 
63.00 64.00 
64.00 
63.00 65.00 
2x12 63.00 63.00 


No. 2 Dimension 
59.00 59.00 
60.00 

2x 8 ‘ d 
2x10 c 61.00 
2x12 59.00 





ENGELMANN SPRUCE 


Boards and Shiplap (dry) 


1x6 1x8 
No. 2@Btr 110.00 110.00 
No. 3&Btr 69.00 71.00 


No. 1 Dimension 
12’ 16° 
67.50 
67.50 
67.50 
; a7 67.50 
®x12 x g 67.50 


No. 2 Dimension 


2x 4 60.00 80.00 

2x 6 60.50 

®x & 69.50 § 5S 
°x10 62.50 60.00 
2x12 59.50 60.00 


(Boards graded No. 1, 2, 3, at flat 
price: no price for straight No. 2. Mills 
do not grade out No. 3 dimension sep- 
arately as in fir.) 
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“SUPERIOR” Lumbet Mill 


MARYSVILLE, CALIFORNIA 


ore. 


Specializing in 

excellent quality dry 
Ponderosa, Sugar Pine, 
White Pine and Douglas Fir. 


Equipped with Modern Stetson- 
SUPERIOR LUMBER Ross planer, Irvington Smooth 
q double-end trimmer. Member of 
CHLES COMPANY the Western Pine Association. 
_J | | 


920 9th ST. * Phone HUdson 4-8216 
SACRAMENTO 14, CALIF. 








Manufacturers and Wholesalers of 


For All Your Future | \', feT*)>)4, Bas, fa a4 


Members: LUMBER NEED S ee We manufacture and sell 
LIGHTSEY QUALITY all types of wooden 


fences. Rusticraft Fences 
Band Sawn are the choice of discrim- 
North Carolina Pine inating home owners 
Southern Hardwoods See wee 

d more sales, better profits 
an for you. Lumberyards all 
Cypress over the country buy 
End-Matched wholesale direct from us. 


PINE — OAK — MAPLE — GUM 
FLOORING 





— Manviacturers of 
Send your inquifies and orders to 
Lightsey Brothers @ IMPORTED FRENCH 
waders Meory ie rNCES 
nine =" @ WOVEN CEDAR 
PICKET FENCES 
@ ENGLISH HURDLE 
; FENCES 
jm @ POST AND RAIL 
FENCES 




















Write for Booklet & Prices 


ra # ; 
, ' . v ra ¢ ee OLENA “Rusticratt FENCE CO 


DAVIO TEMOLER- Est. 1918-2 MING RO, MALVERM PA 
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“PRODUCTS | 


Garage Door 


The Crawford Fleetwood Model 
FR 52 Ranch Type Garage Door 
is two panels wide and five sections 
high. Number Four Section, at eye 
level, is left open for glass. It is 
all-wood construction with stiles 
and rails of kiln-dried Douglas fir, 
Sitka spruce or western hemlock. 
All moving parts and track are 
Zin-Cote plates; other parts galva- 
nite treated or oil treated. Door 
sizes range from 8’0” x 6’6” to 9’0” 
to 70”. Crawford Door Co. 


For more data circle No. 1 on coupon, p. 41 


Ornamental Iron Work 


“Colonel Logan” is the name of 
a new line of ornamental iron work 
recently released by the Logan Co. 
The line includes porch railings, 
step railings and porch columns in 
four wrought iron designs and 
three cast iron designs. Units are 
adjustable and can be fitted on the 
job to meet individual require- 
ments. Simple installation details 
furnished with each set. Delivery 
to building supply dealers in three 
to ten days. 


For more data circle Ne. 2 on coupon, p. 41 


Wood Finish 


Protection Products Manufactur- 
ing Co. has introduced P.A.R., a 
water repellent, pigmented finish 
for redwood, red cedar, Philippine 
mahogany and other woods of sim- 
ilar color character. P.A.R. is said 
to be a complete finish in itself and 
is not intended as a primer for 
subsequent painting or varnishing. 


For more data circle No. 3 on coupen, p. 41 
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Combination Carrying Case 
Saw Table 


A new carrying case for a port- 
able saw can be opened up and in- 
verted to form a bench table for 
precision work. The 414” saw is 
bolted to the top of the stand for 
use as a sander, grinder or polish- 
er. It is bolted underneath the 
stand with the blade protruding 
through the slot for use as a 
a saw. Portable Electric Tools, 
nec. 


For more data cirele No. 4 on coupon, p. 41 


New Toilet Seat 


A newly designed toilet seat is 
being introduced by the Bemis 
Manufacturing Co. Called Bemis 
Natural Posture, it is distinguished 
by soft-sloping surfaces and both 
seat and cover have one-piece 
cores, homogeneously molded of 
high-content plastic resin and hard- 
wood fibers. Bottom side is flat for 
easy housekeeping; cores are quin- 
tuple coated with Bemite Seamless 
Finish and are available in white, 
black and 58 colors. 


For more data circle No. 5 on coupon, p. 41 


New Hardboards 


Canadian Forest Products Ltd., 
Pacific Veneer and Plywood Div., 
has released two new hardboards— 
“Plank Board” and “Square-tex.” 
Plank Board comes. in 14-inch 


thick, 4’x8’ panels in two designs,‘ 


one for large rooms and one for 
small rooms, It can be applied over 
open studding, plastered walls or 
solid backing. Square-tex comes 


(continued on page 44) 





ADVERTISERS’ INDEX 


(AA) 
(AB) 
(Ac) 


Acme Appliance Mfg. Co 
Aetna Plywood & Veneer Co... 
Bee BA. OG. ssceedasacese o- 44 


Boehm-Madisen Lbr, 
Bonifas Lbr. Co., Wm. 
Bunyan Lbr. Co., Paul 


Cadillac-Seo Lbr. 

Christiansen Co., 

Conkling Co., The Frank A,.... 
Connor Lbr. & Land Co., The. 14 
Copeland Lbr. Co, 


Delta Power 
Rockwell Mfg, 

Dexter Lock Co., Sub. of 
National Brass Co, 


Tool Div., 
Co... 


Flavelle Cedar Limited 
Fox Lbr. Co., Abbott 


Georgia-Pacific Plywood Co, 60-51 
Gillies Bros. & Co. 
Goodman Lbr. Co, 


Haskelite Mfg. Corp......... d 
Hines Lbr. Co., Edward 
Holt Hardwood Co, 


Klumb Lbr. Co., C. E, 
Koza Co., Edward J. 


Libbey-Owens-Ford Glass Co... 3 
Lightsey Brothers 

Lil-Ad Features ame 
Lockwood Mfg. Co.. 


Lumbermens Mutual Casualty 
Co, 


Hardware 


Marsh Wall Products, Ine,, 
Sub. of Masonite Corp. 


Mauk Lbr. Co., The C. A.... 
Mauk Seattle Lbr. Co 
Michigan Pole & Tie Co....... 
Moultile, In 


National Mfg. Co 


Ozark Oak Flooring Co., T 
Vadgett-Smith Flooring Co,... 
Pittsburgh Plate Glass Co..... 
Pullman Mfg. Corp. ,.. 


Rockwood Mfg. Co 
Roddis Plywood Corp. 


Rusticraft Fence Co. 


Schneider Bros. Lbr. Co 
Standard Conveyor Co 
Superior Lbr. Sales Co. 
Tannewitz Works ....-.++06+. 52 
Trinity White Div., 

General Portland Cement Co. 


Webster Lbr. Co., H. E 
Wells Lbr. Co., J. W. 
Wells Lbr. Co., J. W. 

Wisconsin Door Co, 


Wisconsin-Michigan Page 





Don’t Miss This! 

Hundreds of new products for 1954 
will be illustrated and explained in 
our big, annual Convention-in-Print 
Issue off the press January 11. New 
products’ editors are now busy classi- 
fying these products under 12 major 
headings for quick reference. 

Looks like the biggest new prod- 
ucts editorial section in American 
Lumberman’s history. Don’t miss it! 
Next issue, January 11. 
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PADGETT-SMITH FLOORING CO. 


Manufacturers 





Where There’s a Home... 
There’s a Market! 





THE NEW 
ROCK WOOD 


MAIL 
BOX 


This sturdy, attractive, 
Cast Aluminum Mail Box 
enriches the entrance of 
any home. Available in 
Sprayed Brass or Dead 
Black finish. Individually 
packed with screws. 


Write for Catalog No. 12 


illustrating our line of build- 
ers’ Hardware Specialties. 


ROCKWOOD 


ee Ce ©) 
ROCKWOOD, PENNA 








“What's New” Items 


Advertised Products 


Nome 


“WHAT'S NEW!” 


20 21 22 23 
38 39 «40 «(41 


56 57 58 59 


AN AO 

BN BO 

CN CO 

ON DO 

EN EO 

FN FO 

GN GO 

Ht HN HO 

aK Jt JN JO 
Ki KK Kt KN KO 


Position 





(Please Print 








Company 


City 


lone Stote. 
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here’s why HASKO builds etter 


Quality means many things to as many different people 

to Haskelite quality not only applies to the type of 

product we produce but to our method of operation, too! Our 
manufacturing facilities are modern, diversified and up-to- 

date. Our sales policy is consistent, backed by an 

aggressive advertising and sales program designed to help you 
sell your customers. Our line is complete, new jobber items 

are frequently added to meet the desires of your market. Our 
products are built to deliver dependable, trouble-free 
performance, which in the final anclysis, is what you build your 
reputation upon. Quality to Haskelite includes maximum 
cooperation with you, our customers, just as you give maximum 
cooperation to your customers. Haskelite works to serve your 
best interests, because we know that the prosperity of any 
company is based upon the prosperity of the customers it serves. 


Sawdust vats at the Marquette, Michigan 
plant, tanks at Mobile plant logs are 
cooked to condition them before peeling 
on the veneer Icathe. 


TS sanz 


— 
WY ia | am 


At Marquette high grade veneers are pro- After cutting veneers are carefully dried After drying selected veneers are edge 
duced. At these plants Hasko cuts 6 to 8 to assure stability during manufacture and glued on automatic machinery like this at 
million feet of veneer monthly. trouble-free performance on the job. plone in Grand Rapids, Marquette and 


obile. 


Heat and pressure uniformly applied as- Automatic belt sanders at Grand Rapids Safety packaged and loaded all Hasko 
sures bonding of all door parts with and Mobile bring out the beauty of the roducts are off to you and the potential 
presses like this in the Grand Rapids tine faces and provide the smooth surface ome owner. 

plant. for which Haskg doors are noted. 
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Veneer logs trom Hasko forests in Canada, This view in the Mobile, Alabamc plant +». to deliver fine veneers for 
southern United States and abroad are shows the log on the veneer lathe ready door panels. 
used in high quality Hasko doors to roll... 


Even the inner ply material must be grad- Glue spreading by machine preparatory . and then the laid up plys of veneer 
ed, selected and prepared for edge gluing to laying up multi-ply panels for Hasko go into giant presses such as this one at 
to provide a sound backing for face door faces is an important, controlled op- Marquette . 
veneers. eration. 





HASKELITE MANUFACTURING CORP. 
GRAND RAPIDS 2, MICHIGAN 


Marquette, Michigan Mobile, Alabama 


Br ILDING Propt CTS Mi RCHANDISER (To obtain more data on advertised products see page 41) 











NEW PRODUCTS 


(begins on page 40) 


in two types of 4’x4’ panels, with 
12”x12” or 16”x16” squares. This 
can be used in new construction or 
remodeling for both ceilings and 
walls. 


For more data circle No. 6 on coupes, p. 41 





New Sectional Bins 


Stackbin Corporation’s new sec- 
tional bins will accommodate gal- 
lons, quarts, pints and half pints 
with no lost storage space above 
the cans. Each section unit 37” 
wide with different heights will ir- 
terstack with smaller sizes on top. 
Sections are made of heavy gauge 
sheet steel, all welded construction, 
finished olive green baked enamel. 


For more data circle No. 7 on coupon, p. 41 


Awning Window 

A new Lupton 
aluminum awn- 
ing window has 
been announced 
by the Michael 
Flynn Mfg. Co. 
Its design fea- 
tures a central- 
ly operated con- 
trol bar for op- 
ening and clos- 
ing, and tight 
seal around each sash. There is 
a vinyl plastic weatherstripping on 
the inside contact of the frame. 
The Lupton aluminum window can 
be cleaned from the inside. Screens 
or storm sash fit on inside. 


For more data circle No. 8 on coupon, p. 41 








Hardwood Paneling 

Balura is imported hardwood, 
selected for grain-pattern and 
backed with other hardwood, pre- 
finished in choice of patterns and 








tones. It comes in standard 4’x8’ 
panels, 1,” thick. Balura is fac- 
tory finished. The wood has been 
sealed, toned, sheathed and rubbed 
to a rich patina. Balura Div. of 
Fiddes-Morre Co. 


For more data circle No. 9 on coupon, p. 41 





Miniature Ventilators 

Two new miniature ventilators 
have been announced by Leigh 
Building Products Div., Air Con- 
trol Products, Inc. They are made 
of rustproof aluminum in two sizes, 
1” and 214”. Their louvered de- 
sign conceals the opening and keeps 
out rain and snow, yet will not clog 
when painted. The louvers are re- 
cessed to facilitate installation. 
Prongs on the ventilator’s side 
hold it securely in place. 


For more data circle No. 10 on coupon. p. 41 


Stipple Texture Paint 

A new formulation of latex and 
resin has been announced by the 
makers of Luminall Paints. The 








CONVEY IT... 


FOR FASTER LOWER COST HANDLING 





No. AL-123. 


STANDARD CONVEYOR CO. 
General Offices: 
North St. Paul, Minnesota 
Sales and Service in 
Principal Cities 





Move flooring, laths, shingles, any building ma- 
terial with a smooth riding surface, to and from 
saws, lathes, in and out of storage and shipping — 
fast, and at lowest cost, with Standard Conveyors. 
Get complete information — write for Bulletin 


CONVEYORS 










RAVITY & POWER 





FLOORING 
SINCE 1929 
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Joliet, HI 


FOR EVERY TYPE 


PREFERRE OF INSTALLATION 


IMPROVED VINYL-PLASTIC 





| e Available in both low-cost standard gauge 
and %*” heavy-duty thickness. 
Vinyl-Plastic throughout—no felt backing. 
Lasts for years! 

Can be installed on, above or below grade. 
Resists dirt, grease, acid, alkali and fire. 
13 striking color combinations. 


Write today for full details! 


DEPT. M3-12 


MOULTILE, INC. 


* Long Beach, Calif 





* Newburgh, N.Y 
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prvauct, Luminall Stipple Texture 
paint, is a finish for dry-wall con- 
struction, concrete, brick, painted 
wood and metal. Made in concen- 
trated form, it comes in a neutral 
shade and intermixes with Satin 
Luminall Latex Paint. Surfaces are 
said to dry in an hour, leaving no 
unpleasant odors or toxic fumes. 





What's YOUR Answer? 


Would you pay less than 3¢ a werk per 
person for a top-notch, continuing training 
program for your employes? “Sounds nice,“’ 
you say, “but how?” Here’s how: When you 
buy three or more subscriptions to the Amer- 
ican Lumberman at one time you pay only 
$1.50 for each. This means you pay just a 
little over 5¢ for each biweekly copy. In- 
creasing numbers of owners and managers | 
of retail lumberyards are buying group sub- 
scriptions so key staff member; ge! copies 
at their homes. Because the American Lume 
berman is always “first with the facts” 
obour the dynamic otal building materials 
tives know their 
subscribers) are 





parece (whe are also 
keeping up with the trade. 
What's YOUR Score? 
9 to 10 correct: Excellent! 7 or 8: Good 
5 or 6: Fair 

1. Two children gleefully ex- 
periment with sliding closet doors 
in a_ full-page advertisement by 
what hardware manufacturer? 

2. According to Otto Lieber, 
Jr., president, Lieber Lumber and 
Millwork Co., is it possible to stage 
a how-to-do-it show that appeals 
to both contractors and consumer 
customers ? 

3. Pennvernon window lass. 
featured in an ad telling about 
identification signs for dealers, is 
made by what firm? 

4. The lead paragraph of a 
story about a Pennsylvania dealer 
lists four approaches that 
used to double his overall 
Can you name two? 

5. A two-page pictorial adver- 
tisement tells how what Michigan 
manufacturer builds doors? 

6. A dealer wants to change 
his fiscal accounting period. Ac- 
cording to the Financial Counselor, 
does he or does he not have to get 
permission from the Commissioner 
of Internal Revenue? 

7. What plywood manufacturer 
offers dealers a ‘“Ripplewood profit- 
maker kit?” 

8. What is the title of the 
American Lumberman’s new, 
quick reading column on general 
business developments? 

9. What is the exact title of 
the humorous column that appears 
in the ad of the Mauk Lumber Co.? 

10. Where can you look for all 
stories and articles that have ap- 
peared in the American Lumber- 
man in 1953? 

Answers on page 53 


were 
sales. 


Buitpinc Propucts MERCHANDISER 





Luminall Paints, Div. of National 
Chemical & Mfg. Co. 


For more data circle No. 11 on coupon, p. 41 


New Garage Doors 

A new do-it-yourself garage door 
is being introduced nationally by 
the Steel Door Corp., manufactur- 
ers of Berry Garage Doors. 

Fast installation is made possi- 
ble by factory assembled hardware 
which comes in complete right and 
left hand sections, says the manu- 
facturer. To install a 1954 Berry 
Door you follow these steps: (1) 
Fasten the two hardware sections 
to the door and the adjoining 
jamb. (2) Then swing tracks, 


deb da us 


which are attached to the hard- 
ware sections, up into position; 
nail adjustable track hangers to 
nearest supporting cross member; 
fasten lifting springs and with a 
few minor adjustments the door 
is ready to operate. 


ROCKFORD 





AETNAPLY PRODUCTS 


More than 50 species of 
Foreign and Domestic 
Plywood and Veneers, 
in all sizes and grades 


Cupboard and 
Flush Doors 
Peg-Board 

= 


24-hour 
shipping service 


1732 N. 


For more data circle No, 12 on coupon, p. 41 














CHICAGO 


When you deal with AETNA you know that 
your sales are backed up by the huge stock 
AETNA carries in four conveniently located 
warehouses. It’s just like having a warehouse 
of your own! 

YOU KNOW you can offer. your prospects a 
broad range of plywood ... a choice of AETNA- 
PLY products from mills all over the world. 
YOU KNOW you can depend on the quality 
of every grade, for AETNAPLY products 
are checked and rechecked every step of the 
way to maintain high quality standards 
without variation. 

YOU KNOW you need never miss a sale for 
lack of species, grades or sizes... it makes no 
difference whether it’s Decorative or Utility 
plywood you sell; Interior or Exterior; 
standard panels or odd size panels. And you 
know you can depend on AETNA’S 24-hour 


shipping service. 


Write for AETNA’S new price lists TODAY ! 


Elston Ave. ~ 
ARmitage 6-7100 


Branch Warehouses: Grand Rapids, Indianapolis, Detroit, Rockford 


| Call AETNA for PLUS VALUE in PLYWOOD 


(To obtain more data on advertised products see page 41) 


Lee [os 
INDIANAPOLIS age like t, } own ¢, / 


AETNA PLYWOOD & VENEER CO. 


Chicago 22, Ill. 
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Customers Can’‘t Miss 
Bright Bargain Shed 

“Paint it bright. Junk it up.” 

That’s the advice Hank Bran- 
num, vice-president of the Bran- 
num Lumber Co., Racine, Wis., 
gives for effective merchandising 
from a bargain shed. 

“I don’t mean that the shed 
should be dirty or so sloppy that 
customers can’t move _ around 
enough to see all the merchandise,” 
he says. “But, we always seem to 
make more sales from our shed in 
the yard when the ‘displays’ are 








arranged in kind of a junky man- 
ner; the arrangement seems to give 
the shed more of a bargain atmos- 
phere.” 

Brannum’'s bargain shed is a 
bright pink. It stands out brilliant- 
ly in the otherwise conventional 
yard. Signs which occupy every 
available square inch on the front 
of the shed—are painted in a va- 
riety of colors to leave no doubt in 
the customer's mind about where 
to find the bargains. 


Bargain Bin Aimed 
At Hobbyists 


The sign over “Bud’s Bargain 
Bin” at the Whipple Lumber Yard, 
Laceyville, Penna., leaves no doubt 
in the wood hobbyists’ minds about 
where to find their raw materials. 
It says, “Woodworking Your Hob- 
by? Save Here!” 

Notice the collection of second- 
hand and odd-sized doors, windows 
and screens that overflow the shed 
to attract bargain-hunters to the 








area. The shed is also used to “un- 
load” shorts in lumber, dimension 
and molding at a profit. 

The overhead garage door not 
only serves as a live display of 
this product, but it also allows 
plenty of viewing room for custo- 
mers walking past in the yard. 
Then, too, customers can carry 
away their own purchases—with- 
out having to wiggle through a 
standard door while carrying their 
purchases. 














WHITE FIR 








PONDEROSA PINE | 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


<2) 7 PAUL BUNYAN LUMBER CO. 


SUSANVILLE 


INCENSE CEDAR 





CALIFORNIA 


























DOUBLE THE RETURNS FROM 
YOUR NEWSPAPER ADVER- 
TISING by using ovr car- 
teons. Your cost is only 50c 
per week—so YOU Are Los- 
ing MONEY it you Pass This 
Up. Select from 104 cartoons 
on Building, Remodeling, etc. 
Mats come in 1 or 2 column 
sizes to fit any size ad. 
Also 350 FREE copy ideas. 
Exclusive city franchises go- | 
ing fast Write today for 

proofs and complete 

information to: 


cnt tame rsoraonins_ OS 


NESTI" RFD 3, Sante Ana, Calif. 


FREE 






















Name 


Address 
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LAVELLE CEDAR LIMITED 


B. C. RED CEDAR SIDING, SHINGLES, LATH 


1912-1953 


MANUFACTURERS OF 


for over 40 years 


PORT MOODY 6 < 
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"DO-IT-YOURSELF”,Z/ 


PULLMAN SASH BALANCE 


Pre-tested—sells itself! 


Clever do-it-yourself kit to replace 
wora or broken sash cords in minutes. 
For householders, landlords, handy- 
men, carpenters. Guaranteed. Fool- 
proof, easy to install. Selling by hun- 
dreds in test stores. Your jobber has 
it, or write for data, free sales aids: 


MANUFACTURING CORP. 
325 HOLLENBECK STREET 
ROCHESTER 21, NEW YORK 














Here’s how... 
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Sweet's 
Li ght 
Construction 


File 
























25,000 BUILDERS 


receive this file of val- L 
uable information on 
building materials. 
They will be looking for 
LOCKWOOD dealers. 





America’s Most Complete 
Line of Quality 
Builders’ Hardware 





LOCKWOOD HARDWARE MANUFACTURING COMPANY 
Fitchburg, Massachusetts 


Buiitpinc Propucts MERCHANDISER 








Which door is better 


for you to handle? 





Wisconsin Knight 
FLUSH DOORS 


You want a flush door that 
is well made and sells fast 
Knight flush 
doors are of top design, 
made by exerienced crafts 
men, and they do sell fast 
because of two important 
reasons: (1) They look as 
good as they're made, and 
(2) the name Wisconsin 
Knight has become synon 


Wisconsin 


ymous with 
flush doors. 


quality in 


Wisconsin Knights are 


available in both 


interior 
and exterior (with = or 
without cutouts) types, 


and in hollow grid or full 
solid cores. Your customers 
have a choice of Birch, 
Gum, Lauan Mahogany 
and Birchina veneer faces, 
ail attractive, all — sales 


get ters! 


For the full story, contact 
us the quickest way today! 
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onder- “Fold 
FOLDING DOORS 
Here is the fabric cov 
ered folding door thac is 
sweeping the market for 
lumber and building ma 
terials dealers! It has 
everything! . . . vinyl 
plastic coverings of beau 
tiful Pashon (approved by 
Good Housekeeping) ; 
choice of § colors; ‘easy- 
track; 


snap-catch; ter- Ce 
rific eye appeal, (fashon) 


More and more folding 
doors are being specified 
by home builders, home 
owners and 


glide aluminum 


modernizers. 
Get your 1954 share of 
this new market with 
Wonder-Fold doors. They 
are priced to lead compe- 
tition, yet are quality built 
for custom homes! 


For a swatch of free color 
fabric sainples and com 
plete sales facts, write, 
phone or wire immediately! 


For COMPLETE coverage of the 
profitable door market 


you should handle 





Telephone collect 
TExas 4-8008 





WISCONSIN DOOR CO. ; 


Wisconsin lsoor Co. 
10101 Lyndon Ave., Detroit 38, Mich. 


Teletype 


10191 Lyndon Ave 
Detroit 38, Mich, 


AL 12-28-53 


Please rush us full information, etc. on your 


Wisconsin Knight 
Firm 
Address 


City, State 


(To obtain more data on advertised products see page 41) 


Wonder-Fold Both 


DE 694 
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DEALERS 
(begins on page 30) 


VANCOUVER HOO-HOO CLUB 48 
held its general meeting and concat- 
enation last month. A. F. “Sandy” 
McDonald, right, presents the Scroll 
of Authority to Vicegerent Snark 
Tom Ferris, head of the degree team 
Others are, left, Bill MecLallen, re- 
tiring president, and Howard De- 
Cew, second from right, past pres- 
ident, 


Wilson Mackin, 
and Dick Scott. 

Tom Ferris headed the degree 
team for the concat, which consist- 
ed of Fred McLean, Senior Hoo- 
Hoo; Doug Hanbury, Junior Hoo- 
Hoo; Walt Stewart, Scrivenoter: 
Douglas Reid, Bojum; Ross Mc- 
Cutcheon, Jabberwock; Jack Han- 
nah, Custocatian; Ben Herd, Ar- 
canoper, and Dave Houser, Gurdon. 


The 
LUMBERMAN’S 
LOG 


E. Maurice Garner, secretary-man- 
ager of the Carolina Lumber & Build- 
ing Supply Assn., writes that on the 
way home from the funeral of Ed- 
ward C. Foy at Mount Airy, N.C., he 
and Mrs. Garner returned by Rural 
Hall, N.C., to visit Burke E, Wilson, 
vice-president of the CL&BSA, who 


James O'Hagan 


suffered a heart attack nine weeks 
ago. Garner reports that Wilson's 
many friends will be pleased to learn 
he is recuperating and appears to be 
getting along just fine, although he 
wasn't spending any time actively at 
Wilson Brothers Lumber Co. yet. 

Wilson showed the visitors a letter 
from Lt. Col. Robert S. Kramer, com- 
mandant of the Engineer Officers 
Candidate school, U.S. Army, Fort 
Belvoir, Va., to him and Mrs. Wilson 
praising their son William on his 
graduation. When young Wilson is 
out of the service, he will join his 
dad at Wilson Brothers in Rural Hall. 

E. W. “Barney” Hogle, Soquel, 
Calif., writes that on a recent trip to 
Chicago he vis- 
ited Rose Hill 
cemetery and dis- 
covered that the 
grave of George 
W. Hotchkiss, of- 
ten termed “the 
dean of the lum- 
ber industry,” 
was unmarked by 
even a headstone. «'jncle George” 
Hogle thought 
the lumber fraternity might be inter- 
ested in setting up a fitting memorial. 
He said that, as a youth, Hotchkiss 
brought a load of lumber around*the 
Horn from New Haven and set up a 
yard in Stockton, Calif., selling to 
miners during the gold rush. He or- 
ganized and was secretary of the As- 
sociation of California Pioneers. Lat- 
er he built the first sawmill in the 
Saginaw valley and operated a barge 
line carrying lumber from Port Hur- 
on, Mich., to Simcoe, Ont. Hotchkiss 
moved to Evanston, Ill., in the '70s, 
became secretary of the old Lumber 
Exchange and, later, secretary of the 
Illinois Lumber Dealers Assn. He was 
secretary emeritus when he died at 
the age of 94. “Uncle George,” as 
he was best known to his many 
friends in the industry, was a pro- 
lific writer on lumber and in the late 
'90s wrote “The History of the Lum- 
ber Industry,” published by Good- 
speed. He wrote articles for Ameri- 
can Lumberman and owned a half- 
interest in the Lumber Trade Journal 
with Walter Wright. 

Another oldtimer, E,. E. Hayes, 
sends American Lumberman an in- 
teresting poem called ‘Lonesome 
Tree.” He was a staff correspondent 
for this magazine in the days of Ar- 
thur L. Ford and Douglas Malloch. 





Phenes: 8-8747 - 5-1191 





BRAZILIAN PARANA 


Air or Kiln Dried, Rough or Surfaced Two or Four Sides, Random 
or Stock Widths, Randorn Eight to Eighteen Foot or Special Lengths 


Kiln Dried Worked to Pattern Mouldings, 
Paneling, Casing, Base and Jambs 


CAR OR TRUCK LOADS—Quotations on receipt ef your specifications 


THE FRANK A. CONKLING COMPANY 


Memphis 3, Tennessee 
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He is a retired lumberman living in 
Longview, Wash., and for over 50 
years directed logging and lumbering 
operations in Texas, Louisiana, Ore- 
gon and Washington. He was the 
builder and first operating manager 
of Oregon-American Lumber Co., 
former subsidiary of Central ‘Coal & 
Coke Co., Kansas City, bought this 
year by Long-Bell . . . A $20,000 fire 
swept part of the Vrooman Lumber 
Co., Patchogue, L. I., and destroyed 
contents of three sheds, An arson sus- 
pect had been questioned in a previ- 
ous fire at the yard... Allan Sim- 
son is managing the Standard Lum- 
ber Co. yard at Wheaton, Minn., re- 
placing Elliott Boxrud, who was 
transferred to Willmar. 

Charles W. Root, retired official of 
the Capitol City Lumber Co., Hart- 
ford, Conn., was named manager of 
the Franklin County Lumber Co., 
Greenfield, Mass., to succeed E, An- 
drew Day, who became supervisor 
and trade promotion manager for 
Pioneer Valley Lumber Yards and 
the J. G. Roy Lumber Co., Chicopee. 
Root assumes the duties held by Day 
since 1944; Day will continue Green- 
field residence. Root has been associ- 
ated with a New York City archi- 
tectural firm and did the stonework 
detail for such buildings as the Em- 
pire State, Chrysler and others. He 
returned to Hartford in 1936 but re- 
tired in 1951 after having been vice- 
president, treasurer and general man- 
ager of the lumberyard. He was ac- 
tive in lumber trade association af- 
fairs. Root operated his dairy farm 
in Vermont after his retirement. 


OBITUARIES 


MRS. GEORGE E. BRIGGS, who 
succeeded her husband as head of the 
Lexington (Mass.) Lumber Co. when 
he died in 1930, died recently in 
Washington at the age of 77. 


STEWART H. PURSEL, 59, pres- 
ident of the Hagerty Lumber Co., 
Phillipsburg, N. J., died recently in a 
New Haven, Conn., hospital. He was 
a director of the New Jersey Lumber- 
men’s Association. 


EDWARD C. FOY, JR., 58, mem- 
ber of the Foy Lumber Co., manu- 
facturers and retailers, Mount Airy, 
N. C., died recently from a heart at- 
tack in a Winston-Salem hospital. He 
had retired from active work several 
years ago after a previous heart at- 
tack and was spending only a few 
hours daily at the lumber company 
at the time of his death. He leaves 
his wife, a son and daughter of the 
home, four sisters and two brothers, 
Herbert M. and Howard. 


FRANK W. PAGE, 81, retired lum- 
ber dealer and a past president of the 
National Lumber Trade Association, 
died at his Melrose, Mass. home. He 
was president and treasurer of Parker 
& Page Lumber Co., Boston. 


FREDERICK A. FLIERL, 78, died 
November 12 after a brief illness. He 
was associated more than 50 years 
with the Christian Flierl Lumber Co., 
Buffalo, and was a member of the 
pioneer family in the lumber business 
in the area, which also built the fa- 
mous German Village exhibit at the 
Pan American exposition. 
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SEE YOUR JOBBERS MAN 


FOR DELTA’S EXCLUSIVE 
-POINT PROFIT PROGRAM ! 


Burtpinc Propucts MERCHANDISER 


Get the whole story of the big-ticket, 
big-margin Delta Homecraft Line 


The ‘“‘do-it-yourself”’ market is BIG, and GROWING BIGGER 
—-a ready-made opportunity to cash-in on power tool sales to 
your customers. And Delta is the biggest name in power tools, 
backed by the biggest advertising and merchandising campaign 
in power tool history. Find out how you can team up with 
Delta for big-ticket, big-margin sales— plus profitable follow up 
business in accessories and supplies. Your jobber's salesman 
has all the facts; talk to him—and then watch Delta’s exclusive 
9-point profit program go to work for you! 


Here’s Delta’s exclusive 9-point profit program: 


] FIRST IN QUALITY—Delta Homecraft Power Tools are built with 
the same “know how" that has made Delta industrial tools world- 
famous for ruggedness, precision, and safety. 


2 FIRST IN REPUTATION—Delta quality has been backed by more 


than SIXTEEN MILLION ADVERTISING DOLLARS to create your 
market. 

4 MOST COMPLETE LINE—-Every power tool your customers want, 
plus repeat business on accessories and supplies for years to come. 


BIG-TICKET MARGINS—You make generous profits on every 
dollar you invest in Delta, and your turn-over is fast! 


COMPETITIVELY PRICED —You'll meet all competition, comfortably. 
SALES-MAKING HELPS—Delta backs your efforts with planned 
promotions, ads, displays, catalogs, and direct mail that sells 
COMPLETE LOCAL STOCKS-—Your Delta wholesaler is nearby, 
ready and eager to work with you. 


DELTACRAFT LIBRARY-—Delta’s exclusive and unequaled library 
of “How to do it” books ore proven sales makers. 


EASY PAYMENT PLAN-—Feature an “easy-to-buy" plan through 
your local bank . .. it's paper they gladly buy ... and watch 
your sales “zoom”, 


Use the coupon below to get the facts on the big- 
ticket, big-margin Delta Homecraft line. Do it now! 


DELTA QUALITY POWER TOOLS CG 
Another Product of Rockwell 


@ DELTA POWER TOOL DIVISION 
*! ROCKWELL MANUFACTURING COMPANY 
7» 678M N. Lexington Ave., Pittsburgh 8, Pa 


° 
Please send the latest Delta Homecraft Catalog. 
Have my jobber salesman give me the whole story about the 
exciusive Delta 9-point profit program. 


DELTA QUALIT ff P 
MAKES YHE a a osition 


DIFFERENCE Address 


City 


(To obtain more data on advertised products see page 41) 








Say thousands 
of dealers who 
are increasing 
their sales 

with the G-P 
Profit Maker Kit 


YY 


ng: (PACIFIC purwees couraet 


i 


Pp PROMOTIONS 


IAB 


, } E WITH G: 
YOU SELL moRE.. .YOU PROFIT MOR 
Cash in on this sensational combination of product and promotion, unsurpassed 
in the plywood field. G-P Ripplewood textured wood wall paneling is sweeping 
the country with the exciting new beauty of a rich sculptured effect and a swirling 
grain pattern. G-P Ripplewood dealers are winning new customers, selling more 
paneling than ever before by using this all-inclusive promotional program. It’s a 
complete package—field-tested and profit-proven. Product, promotion, national 
advertising . . . everything you need to make G-P Ripplewood your top-selling 
wall paneling. 


ASK YOUR G-P REPRESENTATIVE OR PLYWOOD SUPPLIER 
FOR YOUR COPY OF THE RIPPLEWOOD PROFIT MAKER KIT 


“GEORGIA — PACIFIC | 
PLYWOOD COMPANY =. 


Dept. AL-12, 270 Park Avenue, New York 17, New York 
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product 2 a aa os -12 pages, 
demonstrator 1 full-color room 
with finished ' , \ scenes, styling 
samples and ‘ { ideas, finishing 
3-D viewer specifications. 











Full-Color Two-Tone Painted | Full-Color 
WALL POSTER PRODUCT SAMPLE 


“How-to-sell’’ 
ENVELOPE STUFFERS SALES BROCHURE 











Product Manual. 
Complete Assortment | Especially Written Specification and Sales Tips, 


| 
AD MATS | «RADIO. SCRIPTS | PRICE DATA SHEET Pubtety Retenies 





PROMOTION THAT STIMULATES, CONVINCES AND SELLS! 





Hore is advertising that reaches your key prospects with millions of sales messages! 


Full-color advertising in Better Homes & Gardens and The American Home 
is stimulating a barrage of inquiries from the lucrative homeowner market 
.». they see it, they want it and they're buyirig G-P Ripplewood. In addition, 
G-P Ripplewood messages are directed to builders, architects and other 
specifiers and buyers of wall paneling in leading trade publications. Right 
in your own area, thousands of potential customers read about G-P 
Ripplewood every month. 





YOU SELL MORE... YOU PROFIT MORE WITH G-P PROMOTIONS — 


Buitpinc Propucts MERCHANDISER (To obtain more data on advertised products see page 41) 








MANUFACTURERS 


(begins on page 32) 


E. L. MacPhie, president, Atlas 
Plywood Corp., Boston, announces 
the appointment of Donald R. Wall 
as advertising manager and direc- 
tor of publicity. 


The Stanley Works, New Britain, 
Conn., has named Gerald M. Fletch- 
er director of advertising and Rich- 
ard G. Edwards director of mer- 
chandising, announced John C. 
Cairns, president. Fletcher was 
promoted from the post of adver- 
tising manager he held 23 years, 
after starting as an viler and wiper 
in the engine room in 1920, leav- 


Fletcher Edwards 


ing for college, returning in 1925 
and starting in advertising in 1928. 
Edwards has a newly created po- 
sition. He joined Stanley in 1947 
and has served as sales production 


manager of the hardware division 
and manager of the magic door 
division. 


Symons Clamp and Manufactur- 
ing Co., Chicago, has appointed R. 
D. Harris its sales representative 
in New England and the Hudson 
river valley. He has completed a 
training course with the supplier 
of concrete forms and accessories 
and is qualified to make field esti- 
mates on cost of framework, on- 
the-job recommendations of forms 
and hardware and demonstrate to 
contractors on setting up Symons 
forms. 


Leonard G. Carpenter, Minne- 
apolis, was elected president of 
American Forest Products Indus- 
tries, Inc. He is president of Mc- 
Cloud (Calif.) Lumber Co. Three 
new trustees elected at the recent 
two-day Washington conference to 
consider 1954 Keep America Green 
and Tree Farm programs were 
John H. Hinman, president, Inter- 
national Paper Co., New York City; 
Charles M. Hines, president, Ed- 
ward Hines Lumber Co., Chicago, 
and Ernest L. Kurth, president, 
Angelina County Lumber Co., Kel- 
tys, Tex. Charles A. Gillett was re- 
elected secretary and managing 
director. 


B. P. Moore was transferred by 
Reynolds Metals Co. from its bui'd- 
ing products division headquarters, 
Louisville, to its New York City 
office to head the division’s sales 
activities in five eastern states, 
northern Virginia, West Virginia 
and all of New England. Before he 
joined Reynolds five years ago, 
Moore had 17 years with Johns- 
Manville. 


W. B. Ott 


Willard B. Ott has been appoint- 
ed assistant sales manager, build- 
ing products division, of the Philip 
Carey Mfg. Co., Cincinnati, an- 
nounced L. W. Clarke, vice-presi- 
dent in charge of sales. Ott will be 
concerned primarily with distribu- 
tion of Carey Thermo-Bord. 

J. A. Prestridge, secretary-man- 
ager, Southern Cypress Manufac- 
turers Assn., announces removal of 
the offices to 2133 Kings Ave., 
P.O. Box 5772, Jacksonville 7, Fla. 


(continued on page 56) 
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(To obtain more data on advertised products see page 41) 


De ember 


TANNEWITZ 


L, 


rN 


AUTOMATIC 
GAUGE 


for Swing Saws 
SAVES 


ie) Days Free Trial 


$30 to $50 A MONTH 
IN LUMBER AND LABOR 


ORDER NOW OR SEND FOR 
,? CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIDS 


19353, AMERICAN LUMBERMAN & 





Fan Display 


Two new wing attachments de- 
signed to be attached to the Fasco 
Model 900 boards include both the 
8-inch and 10-inch Fasco remote 
control ventilating fans, all brack- 
ets and screws necessary for at- 
taching, and complete _ instruc- 
tions. Inset shows how each wing 
attachment can be used as a coun- 
ter display. Fasco Industries, Inc. 


For more data circ:e No. 13 on coupon, p. 41 


(/érlatighcwte PLAN BOOKS, 


fo oe 


Book Display Stand 

A new display stand for home 
plan books is ready for distribution 
from the L. F. Garlinghouse Co. 
The display holds up to 30 plan 
books and measures 211% inches 
wide by 27 inches high. 


For more data circle No. Lt on coupon. p. 41 


Venetian Blind Cord Display 
Counter display merchandiser 
features blind cord coils cut for 


Buritpinc Propucts MERCHANDISER 


the home replacement markets. 
Each display box contains six 50 
foot coils of No. 41% Venetian Blind 
Cord. Each coil individually pack- 
aged in cellophane bag. Cord is 
available in white and all stand- 
ard venetian blind cord colors. 
John H. Graham & Co., Inc. 


For more data circle No. 15 on coupon, p. 41 


Consumer Paint Brushes 


The new Brush Craft line of 
brushes offers a large range for 
the do-it-yourself market. These 
pure-bristle brushes are said to 
have consumer appeal in appear- 
ance, price and performance. Al) 
brushes are wrapped and the more 
popular ones are packed in compact 
self-mecaandising display cartons. 
John Lucas & Co,. Inc. 


For more data circle No. 16 on coupon, p. 41 





Solution to 
What's YOUR Answer? 


Stop! Read questions on page 45. 

1. Acme Appliance Manufactur- 
ing Co. Ad on page 38. 

2. Yes. Don’t miss the article on 
Lieber’s show, page 24, which de- 
scribes how he attracted both con- 
tractors and do-it-yourself customers. 

8. Pittsburgh Plate Glass Co. Ad- 
vertisement on page 6. 

4. New products, new methods of 
merchandising. See page 16 for a 
valuable account of the “merchan- 
dising revolution” that occurred at 
the Borland Lumber Co. 

5. Haskelite Manufacturing Corp., 


makers of Hasko doors. Ad on page’ 


43. : 

6. No, providing certain requisites 
are complied with. Read “Your Fi- 
nancial Counselor,” page 19, for the 
facts on this fiscal problem. 

7. Georgia - Pacific Plywood Co. 
Advertisement on pages 50-51. 

8. Business Trends, page 58. Look 
for this vital cotumn each issue for 
quick facts on business in general. 

9. Mauk Talk, which appears this 
issue on page 58. 

10. The Editorial Index for 1953, 
which starts on page 26. Save this 
handy guide for reference when you 
want information on a specific sub- 
ject. ; 


WHOLESALERS 


(begins on page 35) 


ciated Plywood Mills, Inc., Charlotte. 

6. Arthur G. Hofmeister, $150, 
Central Building Supply, Inc., Balti- 
more. 

7. W. P. Applegate, $150, U.S. 
Plywood Corp., Philadelphia. 

8. William Morgan Ward, $150, 
Ward Plywood Co., Peoria, Il. 

9. Carl Rankl, $150, Weyerhaeus- 
er Sales Company, Newark. 

10. Edward J. Roberts, $150, J. R 
Quigley Co., Philadelphia. 


Regional Winners 
Region 1--3 West Coast States 
Beryl E. Abbott, $1,000, U.S. Ply- 
wood Corp., Los Angeles. 
Region 2—8 Rocky Mountain States 
Allen K. Lodge, $1,000, Plywood 
Denver Co., Denver. 
Region 3-7 North Central States 
Clifford A. Cossette, $1,000, La- 
velle Lumber Sales Co., Fargo, N.D 
Region 4—-4 South Central States 
Kenneth K. Oringderff, $1,000, As- 
sociated Plywood Mills, Inc., Dallas. 
Region 5—-17 Northeastern States 
Jack D. Mackay, $1,000, Georgia- 
Pacific Plywood Co., Philadelphia. 
Region 6—9 Southwestern States 
Douglas Purcell, $1,000, Associated 
Plywood Mills, Inc., Charlotte. 


Eatonville Lumber Co. 
Sold to Gonyea Group 


The Eatonville Lumber Co. has 
been sold to a new corporation 
known as the Eatonville Lumber 
Co., Inc., D. A. Gonyea, president, 
it was announced by G. E. Karlen, 
Karlen-Davis Co, wholesale firm, 
Tacoma, who represented the own- 
ership of Eatonville Lumber Co. in 
making the announcement. 

“Tt has been generally known for 
a long time that the moment would 
inevitably arrive when the timber 
owned by and available to the Eat- 
onville mill would be exhausted 
and the plant would, of necessity, 
be shut down,” Karlen stated. “We 
have, for several years past, been 
operating as best we could with a 
constantly diminishing supply of 
timber . . . and the time has now 
arrived when this is no longer pos- 
sible. 

“We have effected the sale and 
Mr. Gonyea and his new company 
will carry on from here. They will, 
of course, be unable to continue 
the type of operation that has pre- 
vailed . . . but are exploring all 
avenues to see if some type of 
business can be developed ... ina 
continuing concern of some sort at 
Eatonville.” 

Gonyea said that plans for the 
future were indefinite but full op- 
eration of the plant would be dis- 
continued as soon as certain pro- 
duction now in process is com- 
pleted. 
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EQUIPMENT 


Plaster and Mortar Mixer 

Muller Machinery Co., Inc., an- 
nounces a new plaster and mortar 
mixer of two cubic feet capacity. 
It is designed primarily for the 
small contractor and is available 
with either a 1.7 h.p. Briggs and 
Stratton air cooled engine or a 
h.p. electric motor. 


For more data circle No. 17 on coupon, p. 41 


New Dovetail Templet 


A new dovetail templet for use 
with an electric router produces 
matched dovetail joints for draw- 
ers, cabinets, boxes, built-in cup- 
boards, furniture and other wood- 
working projects. Using the elec- 
tric router with a dovetail bit, the 
Model 5008 Templet cuts both 
board ends simultaneously. It han- 
dies stock up to 12” wide and 
from 5/16” to 1” thick. Hidden rab- 


with the same templet. 


beted dovetails may also be cut 
Porter- 
Cable Machine Co. 


For more data circle No. 18 on coupon, p. 41 


New Band Saw 


A new electric band saw now be- 
ing produced by Burgess Vibro- 
crafters, Inc., comes complete with 
a powerful built-in motor and is 
sturdily built of cast aluminum 
and steel. The Burgess band saw 
has a full 12-inch throat depth. 
Cuts can be made to the center of 
pieces 24 inches wide, any length. 
Thickness capacity under blade 
guide is 31”. Cast aluminum table 
measures 10”x10”. 








GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


Mfrs. of WHITE PINE (PINUS 


Genuine STROBUS) 
Also some Norway and Spruce 
AIR-SEASONED - WATER-CURED 
Rough or Dressed 
Capacity 28 million feet annually 


Sawmills — Braeside and Temagami, Ontario 
1842 Member N-A.W.L. Assoc. 1983 














6 You can offer dense, strong 
Northern Hard Maple — at § 
savings up to 50%! — with 
Diamond Hard Flooring In 
“Excellent 2nd and ‘Thrifty 
3rd" grades 


Where economy is important 
with no loss of wearability 
these Diamond Hard grades 

will make more profits in 

many installations. Contact— 


J. W. WELLS LUMBER CO. 


Phone 3633 - 6400 MENOMINEE, MICHIGAN 


54 (To obtain more data on advertised products see page 41) dD. 


For more data circle No. 19 on coupon, p. 41 


in the service of 


LUMBERMEN 


@ Specialists in protection for 
the lumber industry. 
@ professional safety engineers 
@ more than 90 branch claim offices 
coast to coast and in Canada. 


Substantial dividends have been returned to 
policyholders since organization in 1912. 


Lumbermens 4M UL) GUY 


Operating in New York state as 
Lumbermen's Mutual Casualty Company of Iilinols 
James $. K hal id 


vere 














classified 
advertising ... 


. is the quick, economical way to find what 
you're looking for. Check the classified pages each 
and every issue—you'll find column after column 
offering real business opportunities. 


-.. and it's a sure way of disposing of used equip- 
ment or it can help you to find competent person- 
nel or a choice business for sale! Every other 
Monday copies reach some 25,000 interested per- 
sons in American Lumberman’s nationwide distri- 
bution. Check the classified pages for rates in this 
issue. 











cember 28, 1953, AMERICAN LUMBERMAN &% 











NEW: 


A new bulletin, L-76, gives details 
on all safety aluminum extension 
ladders and step ladders, covering 
their safety and convenience features, 
sizes, weights and other  specifica- 
tions. The Patent Scaffolding Co., Inc. 


For more data circle No. 20 on coupon, p. 4) 


Installation é«tails for “1 & H Zinc 
Company’s corrugated Zinaloy are 
discussed in a three-page, two-color 
pamphlet recently released. It tells 
how to apply the metal roofing on 
farm and factory buildings. Material 
is said to be rust-proof and requires 
no painting. It can be reused without 
any loss in efficiency. 


For more data circle No. 21 on coupon, p. 41 


Lumbermen’s National Red Book 
Service announces that the November 
1953 issue of the Credit Rating Book 
is now off the press. This is the 144th 
issue of that book, and 77th year of 
the service used by lumber and other 
industrial shippers who market 
through wholesale and retail lumber 
dealers. 

Lumbermen’s’ Credit Association 
Inc., publishers of this service reports 
an unusual number of changes and 
new names throughout the lumber in- 
dustry. 

Numerous changes in credit ratings 
and business classifications are also 
listed, giving users an excellent guide 
for their credit and collection depart- 
ments as well as an aid in sales pro- 
motion and locating sources of lum- 
ber and wood products. 

For more dat ie No. 22 on coupon, p. 41 

Shelf filing, which is said to save 
75% of the cost of drawer files, 50% 
of floor space, and eliminates errors, 
is the subject of the latest business 
aid published by Remington Rand Inc. 
Shelf filing is a record housing meth- 
od based on filing active or inactive 
records on a series of shelves. This is 
made possible by tiering material in 
8 horizontal rows. The shelves are 
adjustable and removable at any time 
without the necessity of tools. 


For more data circle No. 23 on coupon, p. 41 


New catalogs covering regular line 
of power tools, as well as catalog on 
the CU-6000 combination tool, and a 
catalog sheet on the newest addition 
to the line, the 20-inch jig saw with 
self-contained motor, are now avail- 
able from Shopmaster Inc. 


For more data circle No. 24 on coupon, p. 41 


“Adventures in Kitchen Decorat- 
ing,” is a book by Melanie Kahane. 
Designed as a how-to-do-it book, it 
is illustrated with water color sketch- 
es that are crammed with decorating 
suggestions. The book will be avail- 
able through Youngstown Kitchens 
dealers and outlines the various ways 
to decorate a kitchen, using white 
cabinets and appliances, without de- 
stroying a functional value of the 
room. Mullins Manufacturing Co. 


For more data circle No. 25 on coupon, p. 41 


BurtLp1nc Propucts MERCHANDISER 


The Fre-Flyte sectional commer- 
cial garage door and the Howell Elec- 
tric Garage Door Operator are de- 
scribed in two folders prepared by 
the Howell Manufacturing Co. The 
Fre-Flyte door is available for im- 
mediate delivery in sizes ranging 
from 8’ wide x 7’ high to 12’ wide 
x 12’ high and 16’ wide x 7 high. 
The Howell Electric Operator is 
available in five types, 11 models, for 
residential and commercial use. 


For more data circle No. 26 on coupon, p. 41 


“Plus Value for Your Home,” is the 
new American-Standard Home Book, 
which features bathroom, kitchen and 
heating products, The Home Book 
(Form 373) numbers 40 pages and 
is divided into three sections. Each 
section, dealing with bathrooms, 
kitchens and hot water heating, has 
its own cover and contains 16 pages 
of copy and illustrations. American 
Radiator & Standard Sanitary Corp. 


For more data circle No. 27 on coupon, p. 41 


The Brady Special Marker Bulletin 
No. 132 contains actual-size illustra- 
tions of pressure-sensitive markers 
and labels. Included are trade marks, 
instruction, inspection, part numbers, 
underwriters’ and serially numbered 
labels. W. H. Brady Co. 


For more data circle No. 28 on coupon, p. 41 


Malarkey Redwood and Fir Shad- 
owood plywood, Shadowood Redwood 
lumber and matching moldings in full 
color are presented in a new eight- 
page catalog. Specifications, suggest- 
ed finishes and uses and installation 
photographs are included. Marked for 
AIA file, the booklets are available 
from M and M Wood Working Co. 


For more data circle No. 29 on coupon, p. 41 


Uses of Youngstown Kitchens 
equipment are illustrated in a new 
24-page booklet entitled “Exciting 
Adaptations.” 

Composed mainly of pictures, the 
booklet points out how extra storage 
space can be provided in a home or 
industrial locations. Mullins Mfg. Co. 


For more data circle No. 30 on coupon, p. 41 


A new “Merchandising Sales Pack- 
age” has been prepared by the Hyde 
Mfg. Co. The package contains a 
dealer sales catalog, illustrating all 
Hyde tools in a 54-page book and 
frice list; jobber catalog sheets and 
envelope stuffers, and the how-to 
booklet on Hyde home repair tools 
(see New Literature, American Lum- 
berman, November 2). 


For more data circle No. 31 on coupon, p. 41 


A four-page lighting catalog has just 
been compiled by Electro Silv-A-King 
Corp. The catalog has illustrations, 
specifications and lighting patterns of 
commercial and industrial fluores- 
cent fixtures as well as industrial in- 
candescent and floodlight units. 


For more data circle No. 32 on coupon, p. 41 


In Advertisements 
Information Offered 


Pp 
this issue's advertisements: 


ADVERTISING SERVICE: Proofs, in- 
formation; Lil-Ad Features. See adv't 


p. 46 
CONVEYORS: Bulletin No, AL-1238: 
Standard Conveyor Co. See adv't 


» 44, 

DOORS. flush: Descriptive information: 
Grand Traverse Sales Co. See adv't 
) N 

DOORS, flush and folding: Descriptive 
information; Wisconsin Door Co, Sce 
adv’t p. 47. 

FENCES, wood: Booklet; 
Fence Co. See adv't p. 39 

GLASS, insulating: Deseriptive infor- 
mation; Libbey-Owens-Ford Glass 
Co. See adv't p. 31. 

GLASS, window: Display signs infor- 

GLASS, window: Display signs, infor- 
mation; Pittsburgh Plate Glass Co. 
See adv’t p. 6. 

HARDWARE, sliding door: Catalog; 
Acme Appliance Mfg. Co. See adv't 


Rusticraft 


p. 3. 
MAIL BOXES: Catalog No, 12; Rock- 
wood Mfg. Co. See adv't p. 41. 
PANELS, wall: Promotion kit; Georgia- 
Pacific 
60-51. 
PANELS, wall and ceiling: Sales aids; 
Marsh Wall Products, Inc, §& 
s 


Plywood Co, See adv't pps 


See adv't 

p. &. 

SASH BALANCE: Sales aids, tnforma- 
tion: Pullman Mfe. Corp. See adv't 


p. 47. 

TILE, flooring: {nformation; Moultile, 
Inc. See adv't p. . 

TOOLS, power: Catalog, romotion 
aids; Delta Power Tool Div., Rock- 
well Mfg. Co. See adv't p. 49. 

TOOLS, power: Circular; Tannewitz 
Works. See adv't p. 52 


LUMBER DEALERS 
(begins on page 20) 


material; check their requirements 
for service. 

Check back on their activity cal- 
endar to be sure everything is go- 
ing on schedule; know when sup- 
pliers’ national advertising will ap- 
pear, and, if possible, show advance 
proofs; check stock and write up 
order for buyer’s O.K.; arrange 
to switch long and short items 
among your customers; call on 
your customer’s customers with 
one of his men when practical; ex- 
plain delivery conditions and pros- 
pects; instruct new employes; sug- 
gest new uses; report all com- 
plaints promptly; do something for 
the deal beyond the line of duty 
which will cause him to remember 
you favorably and give you a 
heartier welcome the next time you 
call; sell your complete program 
of dealer support. 

Is it necessary to wait for red 
ink to take action? Can’t you im- 
agine red ink may not be far away 
in our business and take steps to 
prevent it? Or must we wait for 
the spur of necessity? 

Let’s put the spurs to our selling 
effort. Let’s concentrate on that 
part of the cycle which reads: from 
constructive plans — to aggressive 
merchandising — to increased vol- 
ume to abundant profits. 
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MANUFACTURERS 


(begins on page 32) 


Timber Engineering Co., Wash- 
ington, announces James T. Mickle- 
wright, Iowa State graduate and 
recipient of one of the lumber in- 
dustry’s scholarship awards, has 
joined its research laboratory staf’. 
He is now a wood technologist, 
working with fire resistance tests 
on wood products in Teco’s new 
fire chamber just completed. 

Plexolite Company, Los Angeles, 
due to increased demand for its 
translucent Fiberglas building pan- 
els and to unify distribution in the 
northwest, has transferred Oregon 
distributorship to Fiberglas En- 
gineering & Supply Co., Portland, 
announced D. 8S. Perry, president, 
Plexolite Company. Portland and 
Boise warehouses will service the 
entire northwest and Alaska. 


Grant Pulley & Hardware Corp., 
Flushing, N. Y, appointed Samuel 
Gilbert, formerly sales manager 
for Kwikset, Anaheim, to supervise 
all sales activities of Grant door, 
drawer and drapery hardware. It 
has established Hardware Sales 
Corp. as its national sales organ- 
ization and named Gilbert presi- 
dent, with Milton P. Gussack as 
secretary-treasurer. 

Sika Chemical Corp., Passaic, 
N.J., has opened a branch sales of- 
fice in Salt Lake City and named 
H. C. Jessen manager, announced 
Raymond J. Schutz, sales manager 
of the manufacturer of Plastiment 
concrete densifier and Sika prod- 
ucts, which were not previously 
available in this section of the 
country. 

Rear Admiral Donald T. Giles, 
USN (Ret.), has joined the staff 
of Koppers Company, Inc., as a de- 
velopment engineer, announced W. 
P. Arnold, vice-president and gen- 
eral manager of the wood preserv- 
ing division. Giles was serving as 
vice-governor of Guam when he 
and it were captured by the Japan- 
ese; he was repatriated in 1945. 
Ralph H. Bescher was appointed 
Pittsburgh district sales manager. 


Remington Rand Inc. announces 
a comprehensive range of business 
machines and office equipment is 
now available on a lease basis 
through a new plan. The new lease 
plan applies on all Remington Rand 
machine and equipment lines from 
the simple card file unit to its com- 
plex electronic “brain” (UNIVAC). 
Agreement contains a purchase op- 
ton clause under which all or a por- 
tion of rentals may be applied at 
regular prices any time during the 
period of the rental arrangement. 
The company's Business Equip- 
ment Efficiency (BEE) services 
automatically apply on all leased 
equipment for regular servicing 
plus emergency call facilities. 
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Classified Advertising 


Terms — Cash With Order 
Minimum Charge 82.00 





Rates: 


1 Time — 10c per word for each insertion. 
Minimum charge of 50c per line. 

3 Times — 8c per word for each insertion. 
Minimum charge of 45¢c per line. 

6 Times — 8c per word for each insertion. 
Minimum charge of 40c per Hine. 

26 Times — 7c per word for each insertion. 
charge of 35c per line. 


All ads for classified section must be in Pub- 


lisher’s office 14 days preceding date of 
lication. Ad 


For advertisements bearing box number count 
five extra words. There are approximately 
5 words to a line and when less are specified 
or used, regular line rate is charged. 


When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, M. 





HELP WANTED 





WANTED: ie | man who has been manager 
of a small yard or assistent manager of a 
large one, who now would like to advance 
to manager of a larger retail lumber yard. 
Address Box P-32, American Lumberman, Inc. 


MANAGER — Must be experienced in retail 
lumber business; inceme dependent upon 
ability; write, stating . @rperience and 
ualifications. Address x N-39, American 
umberman, Inc. 


WANTED: Young man with some retail lum- 
ber experience as assistant manager of a 
qood retail lumber yard. Address Box P-31, 
American Lumberman, Inc. 


Help Wanted—Assistant manager home owned 
yard Illincis county seat, 5 Cag 
os business, good opportunity. Ad. 
ress Box N-50, American Lumberman, Inc. 


WANTED: Young man who has successfully 
managed a retail lumber yard and who now 
feels that he has the experience and ability 
to make a successful Division Superintendent 
for a line yard lumber re Address 
Box P-28, American Lumberman, Inc. 


LUMBER SALESMAN WANTED 


Young man, some lumber exverience. Chi- 
cago territory. Western softwoods. Old es- 
tablished with large cliente} Cc issi 

and drawing account. If proven worthy then 
profit sharing or worki interest. dvise 
ualifications, » ete. confidential. 
ddress Box N-38, American Lumberman, Inc. 








WANTED: We are looking for men with am- 
bition and ability to fill positions in retail 
lumber yards from beginners to experienced 
managers. If interested in any kind of a po- 
sition in a lumber yard, write Box P-29 
American Lumberman, Inc. 


WANTED: Old, well established Chicago lum- 


ber wholesale firm needs experien sales- 
man to call on established trade with retail 
yards in central Illinois on a profit-sharing 
basis. In replying to Box P-33, American Lum- 
berman, Inc., ease state age, experience 
and place of residence. 


WANTED: Experienced manager for well es- 
tablished and successful lumber yard in a 
very good town. Address Box P-30, American 
Lumberman, Inc. 





HELP WANTED 





Wanted -—- Salesman, drawing account 
and commission basis for Indiana. Ex- 
cellent cpportunity for man who has a 
following who can sell a widely diver- 
sified line of lumber and plywood prod- 
ucts. 


EDWARD HINES LUMBER CO. 
77 W. Washington Street 
Chicago, Illinois 


WHOLESALE LUMBER SALESMAN. Opportun- 
ity for an aggressive experienced lumber 
salesman, preferably with a following among 
retail yards in Indiana and/or Michigan. Re- 
plies confidential. Marquette Lumber Com- 
pany, Inc., 306 S. Notre Dame Ave., South 
Bend 22, Ind. 


Wanted: Progressive young man for yard 

New yard opening, near Racine, 
pportunity for progressive 

person. Prefer under 40 years of age. 


Dardis Lumber & Fuel Co. 
Burlington, Wisconsin 





SITUATIONS WANTED 





Detail! and billing special millwork cabinets 
and ~h 25 aan rience all types of 
buildings. Address Box N-58, American Lum- 
berman, Inc. 


Manager, my Steneaee or will re non 
i my interest in yar y 

ol F available after Jan 1951. Prefer In- 
diana, Ohio or Illinois. Address Box N-57, 
American Lumberman, Inc. 


Graduate Forester, some experience, desires 
position with private company. Details — 
request. Address Box P-21, American Lumber 
man, Inc. 


ughly experienced in special millwork, 
Gptaliing, ” billing. potes, estimating. Know 
machines and bench. Able to direct others. 
Sober, reliable. Address Box P.23, American 
Lumberman, Inc. 


Millwork Estimator, Biller, Experienced. Avail- 
able in about thirty days. Address Box P-35, 
American Lumberman, Inc. 


Lumberman, experienced manufacturing from 
Samp to Car. Distribution to Industrials, re- 
tailers, railroads, furniture manufacturers, etc. 
Address Box P-37, American Lumberman, Inc. 


M ger’s position wanted. Man of 31 desires 

hallenging positi with progressive con- 
cern where more than average talents and 
efforts are required. Excellent background in 
all phases of retail lumber busi Brochure 
sent upon request. Address Box P-41, Amer- 
ican Lumberman, Inc. 

















SALES REPRESENTATION 
WANTED 





Eastern manufacturer would like manufac- 
turer’s representative to sell blinds, corner 
cabinets, and s alty millwork products. 
Please send replies to Box P-34, c/o Ameri- 
can Lumberman, Inc. with complete informa- 
tion on the territory you now cover with 
complete credit references. 


Fifteen years experience working closely with 
owners in retail lumber, millwork and home 
construction. All phases—sales, accounting. 
production, purchasing, estimating, manage- 
ment. 37 years old. Family. Aggressive, eager 
to work. Will ove ability as manager, as- 
sistant or in related organizational work. Ad- 
dress Box P-36, American Lumberman, Inc. 
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SALES REPRESENTATION 
WANTED 





DISTRIBUTORS WANTED 


New line of Grandview Birch paneled kitchen 
cabinets offered in standard modular sizes. 
Also Formica sink and counter tops. Write 
for catalogues and discount schedules. 
Grandview Products Co., (Suburban Kansas 
City) 129th Street South on Highway 71, 
Grandview, Mo. 


Carload sales or pointes desirous of obtain- 
as additional for AF 
of domestic Iumbe: for sales to “yards 
ea in Buffalo, Erie, and i*Cloveland 
or wholesale. Keep us ad- 
wok on your ow Write Cadillac Lum- 
ber Sales, Inc., P. O. Box No. 6621, Cleve- 
land, Ohio. 





Manufacturers Representatives wanted to han- 
dle Wood Window line in the areas of Mich- 
igan, Ohio, and Indiana. Firm well established 
with outstanding product. If interested write 
Box P-24, American Lumberman, Inc. 





A essive, married man of 26 with broad 
selling background, h 1 and p 

includes pea 
aoe to enter building supply field as 
manufacturers representative. Went several 
established products for all or part of Mich- 
igan, a territory well known. New product 
with high potential we’comed. Address Box 
P-40, American Lumberman, Inc. 








Agents wanted calling on Kitchen Cabinet 
dealers, manufacturers, lumber and building 
ers and wholesalers for compiete 
CABINET COUNTER 
commissions. State territory cov- 
K INDUSTRIES CORPORATION, 

Escanaba, Michigan. 





SALES REPRESENTATIVES 
AVAILABLE 





MANUFACTURERS REPRESENTATIVE calling 
on Long Island and New York City yards can 
actively handle additional 2 he | millwork, 
builders’ hardware and specialty items. Ad- 


dress Box P-25, American Lumberman, Inc. 





Manufacturers Representative with excellent 
following wants one substantial line for Lum- 
ber and Building Supply Dealers in Lonq Is- 
land, New York City and Westchester. Can 
produce volume. Direct Factory Representation 
—_ Address Box P-26, American Lumberman, 
nc. 





WANTED — RAILS 





RAILS WANTED 
Any weight—Any tonnage 
W. H. DYER CO., INC. 
2111-A Railway Exch. Bldg., St. Loujs 1, Mo 


STEEL RAILS 


Any Quantity—Any Size 
MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va. 


RAILS 
New Relaying 
Always in ket to purch and sell all 
classes railroad equipment. 
M. K. FRANE 

Park Bidaq 

Pittsburgh, Pa 
Reno. Nev. 





480 Lexington Ave. 
New York, N. Y. 
105 Lake St., 





BUSINESS WANTED 





Wanted to Buy—A lumber and building ma 
terial supply business, preferably Ohio. Send 
all particulars to P.O. Box 1125, Columbus. 
Ohio. 


ButLtpinc Propuctrs MERCHANDISER 





BUSINESSES FOR SALE 


YARD FOR SALE 
RETAIL LUMBER, hardware and coal yard. 
Excellent location. Coal unloading to dump 
truck equipment on the LAN R.R. Co. 
miles south of Cincinnati, Ohio, between F: 
mouth and Cynthiana, Ky Good profitable 
ard and can be Resveceod. Been in business 
‘or 40 eS Will sell with inventory or 
without. T. L. Hardy, Berry, mua 








Retail Lumber Yard with Hardware Store and 
Wood Fabricating Shop-—-located in the Red 
River Valley in North Dakota. Well establish- 
ed—profitable background. Annual sales Two 
to Three Hundred Thousand. Location, Build- 
ings and Stock Al. Reason for selling ad- 
vanced age and other interests. Terms. Ad- 
dress H. A. Tintes, West Fargo, North Dakota. 


FOR SALE 

Lumber, building material and hardware busi- 
ness .ocated thirteen miles south of West 
Palm Beach, about fifty miles north of Miami, 
Florida, a city block ef property and a good 
stock. Will sell all or seil st and rent all 
or part of the property. Owner has other 
interests. Address Box P-J8, American Lum- 
berman, Inc. 


RETAIL YARD 
Long established, very profitable, Eastern 
Michigan location. Volume of $225,000 could 
easily be increased. Will lease building in- 
cluding living quarters. Liberal purchase 
terms if desired. Address Box P-39, Ameri- 
can Lumberman, Inc. 


Old established Wholesale Lumber Business. 
Fine clientele, select mailing list coverin 
middle west. Many unusual features. Ful 
office equipment and machinery. A very real 
opportunity. Address Box 597, Rhinelander, 
Wisconsin. 


Want sell part interest in modern a mill 
to good operator. Exceptional 
for good man. All new Yates 
~~ supply White Spruce 

good town in Canada. P incipals Tespons- 
ible. Address Box N-46, American Lumber- 
man, Inc 


Lumber, atten Giete Restneee. Yard with 
private sidings. Attrastive store en heavy 

traveled highwa a in Eastern Qhio. Gross far 
1953 one dollars. Attractive pro- 
position = e* with successful record. 
$60,000 cash, balance on long period terms. 
Write Box N-54, American Lumberman, Inc. 


Lon tablished lumb + alee “et teen 
mill in central Wisconsin. Good business. 
Address Box N-51, American Lumberman, Inc. 





YARD FOR SALE 


Successful lumber and coal business with 5 
year average gross sales $170,000. Splendid 
opportunity for established business wishing 
to expand. Owner wishes to retire. Present 
employee fully capable of ae ag | manager 
ship for new owner if desired. For further 
information write: H. C. Heinsch, Deer Lodge, 
ontana. 


Lumber Yard 6 aie Store in Albuquer- 
ue, New Mexico. Inventory, Machinery & 
ccounts. Approximately $40,00000. Volume 

$130,000.00. Can be doubled. Sell to r - 

sible party on easy terms. Will any 4 

Estate to suit Fr Ameren Owner retiring. Ada- 

dress Box P-27, American Lumberman, Inc. 


Old established eniier and Sunnie, ‘$30, 000 
stock, sell or lease property. Close in, Tulsa, 
Oklahoma. F. W. lewman Agency, 807 S. 
Detroit, Tulsa, Oklahoma. 





USED MACHINERY FOR SALF 





FOR SALE 


Jenkins Model No. 95 Motorized Double End 
Tenoner. Link Chain Type Conveyor Feed. 
tO see Compiete in first class shape 
$ 


STORM KING CORPORATION 
505 EAST PEARL STREET 
MIAMISBURG, OHIO 
TEL. MO 6-2471 





PROMPT SHIPMENT 





BUILDING PAPER 
Gias-Eraft 
Reflective Insulation 
mg Folt 


a wine {or tring 2 == wearer! 


sear Adhesives 
Miracle Anchor Nails 


SLIDING DOOR HARDWARE 


Ties 
Adjustable Shelf Supports 
— PAPER & Y 
. Drawer 4 a m. 


LUMBER & DIMENSION 
FOR SALE 








QUICK SERVICE TO D 
CL or LCL shipments 


Hardwood and Softwood 
Architectural Trim and Woodwork 


Stair Treads and Risers 
Plank Flooring—Wall Paneling 
Door Sills and Thresholds 
Special Windows and Doors 
Church Furniture 
Quick Estimating Service 


2,000,600 feet of hardwoods «end 
softwoods in stock 


THE BUCHANAN LUMBER COMPANY 
Cumberland, Maryland 


Have available for sale to Retail Lumber 
Dealers in carload quantities or possibly truck 
—— depending upon distance frem our 

in Kentucky — perfectly manufactured 
25/32"x11""—Kiln Dried Appalachian Oak 
Flooring in all Gee — your Inquiries ap 
ciated. Arlin unch Lumber Company, te31 
Reading Roa a. 3. Chie — Phone 
REdwood 5700 — TWX CI-289. 


Kiln Dried Douglas Fir Industrial Clears 
Standard sizes through 16/4 


also 
Extension Ladder Rails 


Cut Door Steck 
Step-Ladder Stock 


Inquiries answered promptly. 
Al Clements Lumber Co. 


Mae Blanks 


Phone 5-3317 





MISCELLANEOUS 
FOR SALE 


CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

Minnea . Minn. 





ADVERTIND ISING } TARDETICES 


Basswood, price as 1-color. 

Also Paint Peddlce. ae shipment. 
R. J. DUMONT Co. 

186 So. Melrose Ave., Elgin, Il. 


- BOOKS FOR SALE 


CYCLOPEDIA OF eens TERMS. 64 
pages of defi charts and 
tables to assist ay and building material 
dealers in the operstion of their business. 
Manual of Fundamentals of light construction 
and building materials for lumber dealers. 
Excellent presentation. Price ca 


AMERICAN LUMBERM 


Né& 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 
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Overheard in every nightclub on any New Year’s eve: “Hey! 
Sit down in front!” 
“Don’t be ridiclish! I don’t bend that way.” 
. . . 
A homely girl gets on a man’s nerves but a pretty 
one gets on his lap. 
” . 
“This is the first of January. I'll give you one day to stop 
drinking.” 
“All right—I’ll take the fourth of July.” 
. . 


Have you noticed that many a miss who screams 
at sight of a mouse will jump right in the car with 
a wolf? 
. . . 
He: “How about sitting on my knee?” 
She: “How about my husband?” 
He: “He'll just have to stand.” 
* . om 


When the boss reprimanded the tardy secretary by 


saying, “You should have been here at nine o'clock!” 

she replied, 

“Why? What happened?” 
> 


. >. 

Those who settle in Seattle settle happily for MAUK because 
MAUK merchandise, from flooring to ceiling, is known and rec- 
ognized throughout the Northwest as a trade-tested value. 

Whatever the item you stock you can make a better deal with 
MAUK. The demand for MAUK merchandise is already estab- 
lished. The supply is available. 

Your job—furnish the item to your customers. Our phone- 
EVergreen 0300. 

> . > 
Celia isn’t simple all the time. When some guy tells 
her she looks sweet enough to eat she agrees and re- 
quests a steak with mushroom sauce. 
* 7 . 


Sex is a subject that people couldn’t talk about in the old 
days and now they can’t talk about anything else. 
>. . 


His wife never knew that he drank until he slipped 
and came home sober one night. 
- . + 


Did you hear about the movie star who couldn’t keep her 
records straight and found she had two more divorces than she 
had marriages? 

>. . >. 
Do You Know What Dept. 
Do you know what is too much of a good thing? 
Polygamy. 
Do you know what is too much of the same thing? 
Monotony. 
Do you know what's enough when it’s 


thing? MAUK Lumber Co. products, 


the rig ht 
of course 
. + 


MAUK Seattle Lumber Co. 


Seattle 5, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohioc 
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BUSINESS’TRENDS 


BENSON’S MAIL is running heavily in his favor. 
Non-farmers, however, outwrite ruralists by close to 
two to one. Some business groups, city dwellers and 
others back the Federal farm chief on the mistaken 
assumption he aims to abolish price props. 


NO RETURNS would be filed by some 35 million 
taxpayers if Congress okays a bill the Internal Re- 
venue Service will send to Capitol Hill in January. 
IL.R.S. Boss Andrews wants to free from the return- 
filing chore all whose income comes solely from wages 
and salaries and who take only standard deductions. 
Even if okayed early next year, the plan wouldn’t be- 
gin until 1955. 


PERSONAL INCOME set a yearly pace of $287 bil- 
lion in October, $10 billion higher than the rate a 
year before, the Commerce Department reported. For 
the first 10 months, income payments to individuals 
maintained a record annual gait of $284.5 billion— 
nearly $17 billion more than in the like 1952 period. 


UNEMPLOYMENT, usually little changed at this 
season, for the first time in months rose by some 300,- 
000 between October and November, though the total 
of employment was not significantly changed. 


WHOLESALERS’ October sales proved to be 2% 
above seasonal expectations as compared with Sep- 
tember, with both durable and non-durable showing 
gains. Wholesalers’ inventories were $100 million 
higher than in September on a seasonally adjusted 
basis. 


FALLING TAX RATES stimulate interest in year- 
end tax savings. Individual income tax rates will drop 
about 10% on January 1, while the maximum capital 
gains tax rate for individuals next year will decline 
from 26% to 25%. For corporations, the income tax 
rate is slated to fall from 52% to 47% next April 1. 
The capital gains tax rate for corporations is sched- 
uled to drop from 26% to 25%, also effective on April 
1. And, of course, the excess profits tax dies at the 
end of this year. 


ARMSTRONG CORK CO., Lancaster, Penna., man- 
ufacturers of linoleum and other types of smooth-sur- 
face floor covering, raised prices on most products by 
2% to 5%, effective December 31. The company 
blamed the increases on sharp advances in raw mate- 
rial costs. 


AUTO MAKERS face what may stack up as one of 
of the roughest selling periods in the industry’s his- 
tory. Dealers have about 500,000 new cars on hand. 
Unless these inventories—which stood at record levels 
on October 31—-are sharply reduced in the next few 
weeks, there will be a heavy carry-over of stocks for 
1954 disposal. 


SOCIAL SECURITY tax rates will be hotly debated 
when Congress reconvenes. Chairman Reed of the 
House Ways and Means committee and Representative 
Curtis (R., Neb.) came out strongly for continuing 
throughout 1954 the rate increase slated for January 
1. On that date, social security taxes will go up to 2%, 
from 112%, on both employers and employes. 


BUSINESS FAILURES last week reached the high- 
est weekly figure since January 1, 1950. There was an 
increase in all industry and trade groups, but more 
particularly in wholesalers’ ranks. 
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Vy a Trolley Hangers for faster, sliding door action 





Yes, you can depend on the steel roller bearings 


_ employed in these sturdy hangers to speed up 
4 


the gliding ride, for all doors that slide. Friction 


No. 52 and year is held to a new low by this modern 
Trolley Door 
Hanger _ type of hanger built to handle heavy doors with 


smooth precision. 





Broke Rail and Brackets — easily installed No. 54 


Trolley 
Door 


The No. 51 Trolley Rail, made of heavy gauge Hanger 


steel, is especially designed to serve the hanger 
wheels with an even, perfect tread, Brackets-hold 


track rigidly in place close to the structure. 


e**e 
* 
° Ye Own * 
\ nis co | 


* \ * 


No. 51 Trolley Rail ten® 


‘: 9 


v 


Sterling, 
Ilinois 


NATIONAL MANUFACTURING COMPANY 





3 BEAUTIFUL NEW LINES! 


Shoreline ADMIRAL —made from A-Select Birch 
Shoreline COMMANDER —made from A-Birch 


Shoreline CHIEF —made from Paint Grade Birch 








The Shoreline AD- 


ot lowent possible LOWEST PRICES! HIGH QUALITY 


price. 


Immediate Delivery 


Ihree modern plants give you the 
lowest priced flush doors on the mar- 
ket today. Each 24 hours over 10,000 
more Shoreline doors are ready to 
build sales for youmwith rock-bottom 
prices at no sacrifice of quality. All 
Shoreline doors have stiles, rails and 
cores milled to micrometer readings, 


Above: The Leland Flushwood Door Co. plant at Suttor Bay, Mi higan. 
with 24 pieces of 5/8” all wood lad- affiliate of Grond Traverse Sales in producing plus-profit Shoreline doors 





ders and beautifully finished Birch 
faces. They’re guaranteed not to dip 
or wave for Urac 185 Resin Adhesive 
Grand Traverse Sales Company makes them strong, durable, crack-, 
sutnae Say, Gienigan craze- and split-resistant. For your 


best sales and profits ever in flush 
Please send me at no obligation complete information 


. ' 
y z > co or) Te Fi M 
and price lists on SHORELINE flush doors doors, mail the coupon today 


GRAND TRAVERSE SALES 
COMPANY 


SUTTONS BAY, MICHIGAN BIRMINGHAM, MICHIGAN 
TEL. SUTTONS BAY 61-71-92 TEL. MIDWEST 4-3450-1-2-3 


Name 


Address 


City, State 











